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THE  FOURTH  ESTATE  the  only  independent  weekly  journal  of  newspapering 


JoLirnalism  of  Distinction  in  print  and  online 


Marketing  To  A 
Broader  Midience 

Reporter  Fired 
After  ID  As 
Sex  Offender 


Hearst  Newspapers  were  among  the  first  to  offer  instant  infor¬ 
mation  through  online  services.  Across  the  nation,  Hearst  brings 
Journalism  of  Distinction  to  people  hungry  for  information  about 
their  community  and  the  world.  All  at  the  touch  of  a  button. 
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Worldwide  Web 


Addresses 


Albany  Times  Union 
www.timesunion.com 


Midland  Daily  News 
www.mdn.net 


Beaumont  Enterprise 
www.ent-net.com 


Midland  Reporter-Telegram 
www.mrt.com 


Edwardsville  Intelligencer  Plainview  Daily  Herald 
www.edwpub.com www.texasonline.net 
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Houston  Chronicle  San  Antonio  Express-News 

www.houstonchronicle.com www.express-news.net 


Huron  Daily  Tribune 
www.hdtinfo.com 

Laredo  Morning  Times 
www.lmtonline.com 


San  Francisco  Examiner 
www.examiner.com 

Seattle  Post-Intelligencer 
www.seattle-pi.com 


For  fast  and  easy  access  to  Journalism  of  Distinction  from 
anywhere  in  the  world,  visit  Hearst's  sites  on  the  Web. 
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As  a  corporate  partner. 


HeeLTSt  is  creating  new  paths  and  networks 


As  a  corporate  sponsor  of  New  Century 
**^2<*'  Network,  we  joined  with  other  leaders  in  the 

newspaper  industry  to  develop  this  new 
exciting  concept.  NCN  is  driven  to  be  the 
best  national  and  international  interactive 
multimedia  content  and  distribution  company 
in  the  nation  . . .  and  the  world. 

This  means  exceptional  opportunities  for 
consumers  and  advertisers.  NCN  provides 
more  local  sources  of  information  and  more 
efficient  ways  to  target  specific  geographic  areas. 

Wherever  there  are  technolc^cal  advances 
that  can  help  our  markets,  you  can  count  on 
New  Century  Network  Hearst  to  deliver  them. 


Hearst  was  one  of  the  corporate 
founders  of  CareerPath.com,  the  leading 
web  site  for  job  providers  and  seekers. 

With  more  than  five  million  searches 
each  month,  CareerPath.com  enables 
employers  to  reach  the  most  qualified 
candidates,  while  helping  people  find 
the  right  careers. 

Were  proud  to  play  a  part  in  creating 
opportunities  for  both  businesses  and 
individuals.  Now  and  in  the  future. 
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31-1  E&P  Editorial  Issues  on  the  Web  Conference, 
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E6PP  Newspaper  Stocks 

(weekly  stock  prices  of  public  companies 
with  significant  newspaper  interests) 

U.S. 


7/15/97 

7/8/97 

7/10/96 

A.H.  Belo  Corp.  (NY) 

45.000 

42.750 

37.625 

American  Media  Inc.  (NY) 

8.1875 

7.1875 

4.625 

Central  Newspapers  Inc.  (NY) 

74.750 

74.437 

37.000 

Dow  Jones  &  Co.  Inc.  (NY) 

41.437 

42.812 

41.125 

Gannett  Co.  Inc.  (NY) 

102.81 

105.31 

69.500 

Gray  Comm.  Sys.  (NY) 

21.187 

22.000 

22.375 

Harte-Hanks  Comm.  (NY) 

30.687 

29.687 

26.375 

Hollinger  International  (NY) 

11.875 

11.500 

10.875 

Journal  Register  Co.## 

18.875 

18.375 

N/A 

Knight-Ridder  Inc.  (NY)# 

50.625 

49.625 

35.625 

Lee  Enterprises  Inc.  (NY) 

25.000 

25.500 . 

22.625 

McClatchy  Newspapers  Inc.  (NY)***  34.375 

33.375 

21.900 

Media  General  Inc.  (AM) 

36.625 

36.625 

37.000 

New  York  Times  Co.  (AM) 

53.250 

52.687 

31.000 

Pulitzer  Publishing  Co.  (NY)** 

52.875 

52.875 

44.437 

E.W.  Scripps  Co.  (NY) 

43.000* 

43.750* 

28.371* 

Times  Mirror  Co.  (NY) 

58.312 

58.062 

42.625 

Tribune  Co.  (NY)# 

51.937 

49.375 

35.562 

Washington  Post  Co.  (NY) 

437.562 

421.375 

315.000 

*  Adjustment  to  reflect  receipt  of  1.16  shares  of  Comcast  for  each 

share  of  E.W.  Scripps  as  of  1 1/13/96 
**  Adjusted  for  4-for-3  stock  split  as  of  1 1/1/96 

***  Adjusted  for  5-for-4  stock  split 
#  Adjusted  for  2-for-1  stock  split 
##  Company  went  public  on  5/8/97 

Non-U.S. 

7/15/97 

7/8/97 

7/10/96 

Hollinger  Inc.  (a) 

16.273 

15.802 

15.051 

News  Corp.  Ltd.  (c) 

18.437 

19.500 

23.250 

Pearson  Ltd.  (b) 

6.690 

7.060 

6.480 

Quebecor  Inc.  Class  A  (a) 

27.750 

26.750 

21.350 

Reuters  Holdings,  ADR  (c) 

60.125 

60.062 

71.625 

Southam  Inc.  (a) 

25.500 

23.550 

16.600 

Thomson  Corp.  (a) 

33.450 

32.900 

22.250 

Torstar  Corp  (a) 

43.750 

43.500 

26.200 

(a)  Canadian  dollars 

(b)  British  pounds 

(c)  U.S.  dollars 


Source:  Schroder  Wertheim  &  Co.  Inc. 
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•reached 


out. 


83  MILLION  PEOPLE 


REACHED 

BACK. 


In  November  of  last  year,  we  put  our  cover  story  on  child  abuse  into  the  hands 
of  83  million  Americans.  They  did  what  Parade  readers  always  do.  They 
responded.  Thousands  of  letters  pxrured  in.  The  author  received  tens  of 
thousands  of  hits  on  his  website.  Huge  numbers  of  Parade  readers  were 
motivated  by  the  article  to  do  something  about  the  tragedy  of  child  abuse. 
Parade’s  pxjwerful,  meaningful  editorial  had,  once  again,  touched  a  nerve.  A 
testament  to  newspaper  publishers  who  provide  their  readers  with  Parade. 
And  proof  that  when  you  have  editorial  that  touches  the  heart  of  America,  it’s 
incredible  what  you  can  accomplish. 


Nothing  Moves  America  Like 


UVINGSTON  AWARDS.  A  judging  panel  of  some  of  the 
nation’s  best-known  veteran  journalists  aimounced  the  win¬ 
ners  of  three  $10,000  prizes  in  a  contest  limited  to  journalists 
under  the  age  of  35. 

For  local  news,  Scott  Glover,  30,  and  Evelyn  Larrubia,  27,  of 
the  Sun-Sentinel,  Fort  Lauderdale,  Fla.,  won  for  “Quick  Cash: 
With  Few  Questions,”  a  three-part  series  on  injurious  effects 
of  misguided  legislation  regulating  pawnshops  in  a  region 
with  the  largest  concentration  in  the  country,  and  one  of  the 
highest  crime  rates  for  burglary. 

For  national  news,  Charles  Sennott,  34,  won  for  “Armed  for 
Profit,”  which  he  wrote  for  the  Boston  Globe. 

Sennott  detailed  the  boom  times  of  the  U.S.  armament 
makers  that  have  followed  the  end  of  the  Cold  War  and  the 
demise  of  the  U.S.S.R.,  both  events  long  used  to  justify  the 
arms  race. 

For  international  news,  Christopher  Chivers,  32,  won  for 
“Empty  Nets:  Atlantic  Banks  in  Peril,”  a  three-part  series  of  the 
collapse  of  commercial  fishing  off  New  England  and  north¬ 
eastern  Canada,  which  had  been  the  world’s  richest  fishing 
grounds. 

STVTTEMUNG  FOMINDATIOPi  OF  AMERICA  AWARI9S. 

Five  journalists  were  honored  this  year  for  their  reporting  to 
further  the  public’s  understanding  of  this  disorder. 

The  winners  are  as  follows: 

Cecelia  Goodnow,  Seattle  Post-Intelligencer, ""A.  Manner  of 
Speaking”;  Marsha  Harlow,  San  Antonio  Express-News,  a  co¬ 
winner  in  the  large  print  category,  for  a  first-person  account 
of  how  one  copes  and  overcomes  challenges  in  the  work¬ 
place  as  a  person  who  stutters;  David  Uhler,  San  Antonio 
Express-News,  a  co-wiimer  in  the  large  print  category, 
“Freedom  of  Speech.” 

Judy  Yix^,  Niagara  Gazette,  in  New  York,  for  the  small  print 
category, “Speaking  About  Stuttering”  and  “Help  Is  Available 
for  Millions  Who  Stutter”;  and  linda  Lewis  Griffith,  winner  for 
a  piece  in  her  syndicated  column  “Parenting.” 

IREAWARI9S.  The  Los  Angeles  Times  topped  the  list  of  the 
1996  Investigative  Reporters  and  Editors  award  winners  for 
two  investigative  series. 

The  Times  received  a  medal  for  “Money  from  Asia,”  which 
detailed  how  the  Clinton  administration  and  Democratic 
National  Committee  raised  hundreds  of  thousands  of  dollars 
in  improper  contributions  from  foreign  sources. 

The  other  series,  “And  Justice  for  Some,”  looked  at  five 
years  of  homicides  in  Los  Angeles  and  found  only  one  in 
three  killings  were  punished. 

IRE  award  certificates  were  given  to  the  following: 

Newspapers,  100,000-250,000  circulation:  5e««fe  Times, 
“Safety  at  Issue:  the  737,”  by  Bryon  Acohido. 

Newspapers,  below  100,000  circulation:  Baton  Rouge,  La., 
A</M>cwte,  “Housing  Aid  Abused,”  by  Greg  Gariand. 

Student  Print:  Daily  Neforasfean,  “Rethinking  Malone,”  by 
Matthew  Waite  of  the  University  of  Nebraska. 

FOOD  SCIENCE  JOURNALISM  AWARD.  Barbara  Durbin, 
food  reporter  at  the  Portland  Oregonian,  won  in  the  newspa¬ 
per  category  for  her  article  “To  Wash  or  Not  to  Wash.”  This 
story  dispelled  the  myth  that  washing  chicken  rids  it  of  bac¬ 


teria  like  salmonella.  Sidebars  on  food  safety  do’s  and  don’ts, 
hot  lines,  and  major  outbreaks  of  foodbome  illnesses  were 
included  in  the  article,  along  with  a  table  listing  the  causes 
and  symptoms  of  foodbome  illnesses  and  ways  to  prevent 
them. 

The  winning  story  was  selected  by  a  panel  of  judges  based 
on  compering  interest,  sound  science,  effective  communica¬ 
tion,  and  good  balance. 

PHILLIP  D.  REED  MEMORIAL  AWARD.  John  McQuaid 
and  Mark  Shleifstein  are  the  winners  of  the  fourth-annual 
Phillip  D.  Reed  Memorial  Award  for  outstanding  writing  on 
the  Southern  environment. 

McQuaid  and  Schleifstein  are  the  two  principal  writers  of 
“Oceans  of  Trouble:  Are  the  World’s  Fisheries  Doomed?” 
series  which  appeared  in  the  New  Orleans  Times-Picayune 
last  year. 

They  will  share  the  $1,000  prize. 

Also  this  year,  the  Phil  Reed  judges  decided  to  award  Bill 
Finch  and  Sam  Hodges  a  runners-up  prize  of  $250  each  for 
their  work  on  a  series  entitled  “Alabama  Forest  Cut  Short,” 
which  appeared  in  the  Mobile  (Ala.)  Register. 

Other  finalists  were  Tony  Bartelme,  “Tragedy  of  the  Seas,” 
Post  and  Courier,  South  Carolina;  Mike  Bolton,  “The  Cahaba: 

A  River  in  Crisis,”  Birmingham  (Ala.)  News,  Gail  Krueger, 
“Stirring  Up  the  Swamp,”  Savannah  (Ga.)  Morning  News; 
and  Ian  Zack,  “Charting  Paths  for  the  Future,”  the  Daily 
Progress,  Charlottesville,  Va. 

ASCRS  NATIONAL  MEDIA  AWARDS.  New  York  Daily 
News  medical  writer  Colette  Bouchez  won  the  1997  National 
Media  Award  given  by  the  American  Society  of  Rectal 
Surgeons  (ASCRS)  for  excellence  in  reporting  on  colon  and 
rectal  disease. 

Bouchez’s  article,  “Does  New  Surgery  Really  Cut  It?”  won 
in  the  print  category,  with  a  citation  for  bringing  “an  impor¬ 
tant  treatment  issue  ...  to  the  attention  of  the  general  reader 
in  an  interesting  and  provocative  piece  of  medical  journal¬ 
ism.” 

Bouchez  received  a  $1,000  cash  prize,  a  plaque,  and  an 
expense-paid  trip  to  Philadelphia,  where  ASCRS  held  its  1997 
annual  meeting,  June  22-26. 

DART  AWARD.  The  Long  Beach,  Calif.,  Press-Telegram's 
series  “Path  of  a  Bullet”  will  receive  the  $10,000  Dart  Award, 
for  its  comprehensive  and  sensitive  coverage  of  the  events 
following  the  fetal  shooting  of  a  17-year-old  boy. 

The  Press-Telegram's  award-winning  team  of  reporters  and 
photographers  are  scheduled  to  accept  the  award  in  October 
during  a  special  Dart  Award  Banquet  hosted  by  the  Freedom 
Forum  Foundation  in  Washington,  D.C. 

The  Dart  Award,  administered  by  the  Victims  and  the 
Media  Program  at  Michigan  State  University’s  School  of 
Journalism  and  funded  by  the  Dart  Foundation  of  Mason, 
Mich.,  is  given  each  year  to  honor  excellence  in  covering  vic¬ 
tims  of  violence. 

Milwaukee  Sunday  Journal  Sentinel  reporter  Crocker 
Stephenson  and  photographer  Gary  Porter  earned  an  honor¬ 
able  mention  for  their  three-part  series  documenting  the  rise 
in  violence  in  a  previously  stable  area. 
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For  your  convenience  we  now  accept 


V/S4 


Rlr'‘ 

1^;;  Success  comes  from  hard  work, 
p^eat  customer  relations  and  knowing 
how  to  decorate  your  bill. 
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1  •'  In  today’s  world,  success  isn’t  something  service  interruptions.  But  the  biggest  advantage 
list’s,  guaranteed.  That’s  why  businesses  are  to  biller  merchants  is  that  it  strengthens  customer 
sta^ihg  to  accept  and  promote  the  ^  relations  by  providing  exactly  what 

Visa*  card  for  payment  of  recurring  they  want— a  fast,  flexible  and  worry- 

bills.  Because  by  doing  this,  they  1/yO^  free  way  to  pay.  So  call  1-800-847-2577 
reduce  late  payments  and  bounced  ext.  13  for  more  information  on  how 

checks.  Plus,  they  can  avoid  costly  Visa  can  help  your  business. 
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It’s  Everywhere  You  Want  To  Be.® 
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THE  LEADING  EDGE  by  kathlkkn  crinkr  and  jank  vvilson 


Managing  Your 
New  Media  Circus 


STEP  RIGHT  UP  to  the  Three 
Ring  Circus  News,  a  fictional 
composite  of  two  very  real 
big-city  metros. 

Its  new  media  ventiue  was 
created  as  a  separate  subsidiary.  That 
meant  separate  building,  staff  and  chief 
executive  —  a  knowledgeable  new 
media  insider  with  virtually  no  newspa¬ 
per  experience.  The  group  launched  a 
successful  audiotcx  service  and  was  in 
the  proces  of  rolling  out  a  Web  site 
when  the  newsroom  —  worried  that  it 
was  losing  editorial  prerogatives  to 
some  new  hires  across  the  street  —  cre¬ 
ated  its  own  “temporary”  site  for  a  spe¬ 
cial  community  event. 

At  the  same  time,  niche  publications 
—  another  separate  unit  at  the  paper  — 
was  working  on  its  own  site,  too,  while 
the  classified  department  was  chatting 
up  online  directory  publisher  Zip  2 
about  a  possible  deal. 

Yoo,  whooo  —  is  there  a  ringmaster 
under  this  tent? 

The  News  is  struggling  with  what  we 
call  “organizational  issues”:  a  super-sized 
grab  bag  of  unsexy  stuff  like  reporting 
structures,  accounting  practices,  over¬ 
head  costs  and  compensation  plans;  the 
true  nitty-gritty  of  any  newspaper’s  new 
media  venture. 

Too  many  of  those  ventures  are 
treading  water  these  days  because  of 
organizational  issues.  Always  powerful, 
they  can  become  downright  perni¬ 
cious,  sabotaging  a  new  media  venture 
from  within  more  effectively  than  the 
most  calculating  outside  competitor. 
Moreover,  much  of  this  organizational 
angst  is  self-generated,  the  result  of  the 
newspaper’s  failure  to  articulate  goals 
for  its  new  media  venture  and  build  the 
organizational  structure  to  support 
them. 


Criner  (phone  705-442-4405,  e-mail: 
kcriner@aol.com)  and  Wilson 
(phone  609-737-7094,  e-mail: 
janewil@aol.  com)  help  newspapers 
with  new  media  business  detvlopment 
and  executive  recruiting. 


employee  who  knows  a  little  bit  about 
launching  and  maintaining  a  primitive, 
poorly  marketed  site  that  almost  no  one 
is  likely  to  use.  You’ll  have  only  the 
most  limited  knowledge  of  your  users’ 
interests,  your  advertisers’  needs  and  a 
by  then  aging  technology. 

When  online  opportunities  start  to 
gather  momentum  in  your  local  market, 
dig  up  this  article,  read  all  of  it,  and  get 
ready  to  scramble. 

If  you  feel  the  need  to  invest  and 
gain  more,  proceed  to  the  next  set  of 
questions. 

♦  Where  do  you  see  your  newspaper 
positioned  on  the  competitive  land¬ 
scape  and  what  do  you  expect  new 
media  to  help  you  do  about  it? 

Most  newspaper  executives  we 
know  will  admit  —  if  only  privately  — 
that  the  traditional  newspaper  business 
is  in  decline.  And  yet  growth  remains 
essential,  especially  for  publicly  held 
companies.  That  leaves  them  with  three 
choices:  diversify,  reinvent  or  harvest 
the  business. 

Diversification  proponents  —  we’d 
include  Tribune  Co.  and  Cox  Enter¬ 
prises  in  that  group  —  often  create  sep¬ 
arate  new  media  subsidiaries  or  invest 
in  new  media  ventures  that  are  in  some 
way  akin  to  the  newspaper  or  one  of 
its  functions. 

The  separate  subs  or  the  start  ups 
have  one  thing  in  common,  however: 
better  growth  potential.  Look  at 
Tribune’s  investments  in  America 
Online  and  Peapod,  the  online  grocery 
shopping  service. 

Newspapers  that  choose  to  integrate 
new  media  into  the  core  hasiness  want 
growth,  too,  but  hope  to  get  it  by  rein¬ 
venting  the  traditional  newspaper  busi¬ 
ness.  Guy  Gannett  and  the  New  York 
Times  Co.  strike  us  as  examples  of  this 
approach. 

Harvesters  are  just  that;  any  invest¬ 
ments  in  the  newspaper  are  limited  to 
those  needed  to  maintain  basic  func¬ 
tioning  or  generate  an  immediate 
return. 

(See  Leading  Edge  on  page  61) 


Kathleen  Criner 


Jane  Wilson 


At  the  Three  Ring  Circus  News,  for 
example,  senior  management  —  read: 
“the  publisher”  —  may  have  a  clear 
notion  of  what  he  expects  from  new 
media,  but  no  one  else  does.  He  needs 
to  paint  his  vision,  give  it  some  teeth, 
introduce  it  throughout  the  company 
and  then  get  people  positioned  accord¬ 
ingly. 

If  your  new  media  venture  seems  to 
be  going  nowhere  fast,  do  some  inter¬ 
nal  soul-searching  before  you  attribute 
all  your  difficulties  to  unreliable 
Internet  service  providers,  indifferent 
consumers  or  other  signs  of  an  imma¬ 
ture  market. 

Examine  your  conscience  on  these 
matters,  as  Sister  Kathleen  Jane  might 
have  once  advised,  and  ask  yourself 
these  questions: 

♦  Why  are  we  in  the  new  media  busi¬ 
ness  anyway?  (Be  honest!) 

If  you’re  among  the  hundreds  of 
papers  that  are  trying  to  hedge  their 
bets  with  a  simple  electronic  approxi¬ 
mation  of  their  print  product,  admit  it, 
read  this  paragraph  and  the  next  and 
then  get  back  to  work  at  your  newspa¬ 
per. 

Let  one  or  two  existing  employees 
with  a  technical  bent,  plus  the  odd  stu¬ 
dent  geek,  keep  the  site  alive  (if  only  on 
a  respirator)  until  the  market  has 
matured,  business  models  have 
emerged  and  you  feel  like  you  know 
where  to  invest  your  dollars. 

Lower  your  expectations  accordingly, 
however.  After  a  year  or  two,  the  return 
on  your  “investment”  will  consist  of  an 
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In  a  world  of  fakes  and  forgeries,  there’s  one 
original  no  one  has  been  able  to  copy — 

Jeep,  you  see,  is  a  registered  trademark  of 
Chrysler  Corporation.  And  a  trademark  is  a  word 
or  name  used  to  identify  the  source  of  a  product. 
Which  means  the  word  Jeep  can  indicate  only 
our  brand.  Simply  put,  a  sport  utility  vehicle  by 
any  other  name  isn’t  a  Jeep  vehicle. 

Take  Jeep  Grand  Cherokee.  A  vehicle  specifically 
designed  for  individuals  who  desire  the  best  of  both 
worlds — sophisticated  luxury  and  proven  Jeep 
capability.  There’s  also  Jeep  Cherokee,  the  classic 


Always  wear  your  seat  belt.  Jeep  is  a  registered  trademark  of  Chrysler  Coiporation. 


expression  of  versatility,  convenience,  and  value. 
And  Jeep  Wrangler.  The  legendary  fun  and 
freedom  machine  that  encompasses  all  that  is  Jeep. 

So,  the  next  time  you  see  our  name,  remember 
this:  There  may  be  a  lot  of  sport  utility  vehicles  on 
the  road  today,  but  there’s  only  one  Jeep?.. 

For  more  information,  call  1 -800-925-JEEP,  or 
visit  our  Web  site  at  http://www.jeepunpaved.com 


Jeep 


THERE’S  ONLY  ONE 


The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March 
22, 1884;  Neu'spaperdom,  March  1892;  The  Fourth  Estate,  March  1, 
1894;  Editor  &  Publisher,  June  29, 1901 ;  Adi<ertising,  June  22, 1925. 
James  Wright  Brown,  Chairman  of  the  Board.  1912  - 1959 
President, 

Editor  Emeritus  Robert  O.  Brown  ion  iisi 
Publisher, 

Advertising/Research  D.  Colin  Phillips  icn  ii7| 
Publisher, 

Circulation/Production  Christopher  Phillips  (on  ii6| 


Grow  Some  Thick  Skin 


WITH  ALL  THE  outrage  in  the  newspaper  industry  over  the 
massively  excessive,  nine-figure  million  dollar  monetary 
awards  juries  have  doled  out  to  those  charging  the  media 
with  libel  and  invasion  of  privacy  recently,  it  was  interesting  to  see  one 
of  the  media’s  own  file  a  $5  million  “emotional  distress”  lawsuit  against  a 
basketball  coach  who  called  him  a  name.  We’re  referring  to  legal  action 
taken  this  week  by  Newark,  N.J.,  Star  Ledger  sportswriter  Dan  Garcia 
against  basketball  coach  John  Calipari  and  the  New  Jersey  Nets. 

On  March  20,  Calipari  and  Garcia  got  into  a  verbal  confrontation  out¬ 
side  the  Nets’  practice  facility  and  Calipari  called  the  reporter  a  “fucking 
Mexican  idiot.”  The  incident  was  widely  reported,  Calipari  was  fined 
$25,000  by  the  National  Basketball  Association,  and  the  coach  publicly 
apologized  to  the  writer.  Calipari’s  words  were  certainly'  a  racial  slur  and 
Garcia’s  lawsuit  points  out  that  the  incident  received  international  atten¬ 
tion,  but  did  those  words  inflict  $5  million  worth  of  emotional  distress? 

Reporters  certainly  should  not  be  considered  targets  at  which  verbal 
abuse  can  be  hurled  with  impunity  by  those  they  cover.  And  it  might 
well  be  that  Garcia,  by  suing  for  such  a  large  sum  of  money,  is  trying  to 
take  a  stand  on  behalf  of  all  reporters  who  have  taken  verbal  abuse  fixjm 
the  people  they  cover  over  the  years.  But  at  a  time  when  the  media  and 
legal  experts  are  criticizing  juries  for  not  understanding  the  free  speech 
protections  the  First  Amendment  affords,  it  seems  the  last  thing  needed 
is  for  a  reporter  to  sue  somebody  for  what  seems  to  be  an  outrageous 
sum.  If  Garcia  would  have  lost  his  job  over  the  slur  and  found  he  had  a 
hard  time  getting  hired  somewhere  else,  there  would  be  some  justifica¬ 
tion  for  his  legal  action.  But  that  is  not  the  case  here. 

Calipari’s  lawyer,  a  former  judge,  said  his  client’s  statement,  “while 
painful  to  a  persons’  ears,  is  absolutely  protected  free  speech  and  not 
actionable  in  any  court  of  law  in  the  United  States.” 

Sorry  Dan,  we  have  to  agree.  — J.C. 
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TV  news  is 
not  real  news 

Enough  already 

The  recent  dialogue  about 
Cxjngresswoman  Susan  Molinari  (R-N.Y.) 
trading  in  her  career  in  the  political 
arena  for  the  glow  of 
the  television  lights  — 
and  what  it  portends  Newspj 

for  the  world  of  jour-  . 

nalism  —  begs  the  50  years  ao 
question  and  ignores  A1  Capp,  creai 
unmistakable  facts  of  strip  “Li’l  Abn 
life.  $14,000,000  < 

First,  Susan  Molinari  against  Unite( 

is  not  a  journalist.  Syndicate  anc 

Second,  she  will  never  poration.  Unit 

be  a  journalist.  Association,  a 

Third,  the  term  where  infracl 

“television  journalism”  trust  Act. 
is  an  oxymoron  of  the  Capp’s  suit 
highest  priority.  syndicate  grai 

Fourth,  the  term  “tele-  rights  for  the 


Newspaperdom' 


vision  news  is  a  mis-  vanous  news 

nomer  of  the  greatest  unreasonably 

absurdity.  granted  a  pn 

Molinari’s  entry  on  treatment  to 

the  scene  is  only  the  Newspapers, 

latest  affirming  mani-  was  sold  to  i 

festation  of  that.  condition  th( 

All  of  television,  service, 

simply  stated  —  and 
this  is  not  a  revolution-  A  Royal  O 
ary  observation  —  is  the  Press  has 

show  biz,  pure  and  questionnair 

simple.  Accent  on  sim-  newspaper  j 

pie.  was  based  oi 

Then  there  is  the  report  of  tht 

unprofessional  subjec-  Freedom  of  i 

tivity  that  permeates  U.S.  headed 

most  news  reports  Hutchins,  wl 

from  these  so<alled  consultant  tt 

“television  reporters.”  Commission 

Examples  of  both 

transgressions  abound;  From  Edi 
1.  The  gratuitous  July 

commentary  and  opin- 
ionating  that  accompa¬ 
nies  “television  reporting”  —  the  most 


For  additional  stories,  analysis 
and  industry  resources, 
visit  us  on  the  Web 
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50  YEARS  AGO  . . .  Cartooiiist 
A1  Capp,  creator  of  the  comic 
strip  “li’l  Abner,”  filed  a 
$14,000,000  damage  suit 
against  United  Feature 
Syndicate  and  its  parent  cor¬ 
poration,  United  Press 
Association,  alleging  there 
where  infractions  of  the  Anti¬ 
trust  Act. 

Capp’s  suit  alleged  the 
syndicate  granted  exclusive 
rights  for  the  comic  strip  to 
various  newspapers  covering 
unreasonably  large  areas, 
granted  a  preferential  rate 
treatment  to  Scripps  Howard 
Newspapers,  and  that  the  strip 
was  sold  to  newspapers  on 
condition  they  buy  the  wire 


A  Royal  Commission  on 
the  Press  has  sent  a  32-item 
questionnaire  to  England’s 
newspaper  proprietors  which 
was  based  on  the  recent 
report  of  the  Commission  on 
Freedom  of  the  Press  in  the 
U.S.  headed  by  Robert  M. 
Hutchins,  who  served  as  a 
consultant  to  the  Royal 
Commission. 
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notable  instances  of  which  come  as 
unprofessional,  subjective  tags  at  the 
end  of  correspondents’  reports. 

As  if  anyone  watching  or  listening 
cares  about  that  individual’s  view  on 
the  story  he  or  she  was  presumably 
reporting. 

2.  When  was  the  last  time  you  saw 

or  heard  a  newspaper 
editor  or  seasoned 
CrOOm*  reporter  being  fea- 

.  hired  on  one  of  those 

. .  Cartoonist  early-evening 

of  the  comic  Hollywood-based 

filed  a  shows,  like 

lage  suit  Entertainment 

rature  Tonight,  Hard  Copy, 

i  parent  cor-  etc.? 

Press  3.  The  endemic, 

;ing  there  ongoing,  pervasive, 

IS  of  the  Anti-  asinine  gibberish  and 

verbal  patter  between 
ged  the  and  among  local 

d  exclusive  anchors/news  readers 

tnic  strip  to  and  all  the  other  ama- 

»ers  covering  teurishness  of  these 

ge  areas,  often-uninformed 

:ntial  rate  “television  newspeo- 

ipps  Howard  pie”  who  often  don’t 

1  that  the  strip  even  know  what  they 
spapers  on  are  reading,  how  to 

luy  the  wire  pronounce  names, 

etc.  —  and  of  whom 
the  late  Charles  Kuralt 
nission  on  (among  others),  one 

It  a  32-item  of  the  more-profes- 

England’s  sional,  respected 

rietors  which  national  TV  person- 

e  recent  ages,  once  remarked: 

emission  on  “They  wouldn’t  know 

Press  in  the  a  news  story  if  they 

Robert  M.  stepped  on  it - ”) 

erved  as  a  4.  The  “television 

e  Royal  news”  people  are 

unabashedly  and 
unashamedly  referred 
&  Publisher  by  their  TV-industry 

1947  colleagues  as  “person¬ 

alities.” 

That  should  tell  us 
something.  They  are  the  same  individu¬ 
als  featured  on  those  above-noted 
shows. 

It  is  amusing,  too,  in  this  context, 
how,  in  recent  years,  the  “television 
news”  people  have  seen  fit  to  adopt 
and  adapt  the  titles  directly  from  news¬ 
paper  newsrooms:  titles  such  as  manag¬ 
ing  editor,  which  have  been  awarded  to 
the  news  anchors. 

http://www.mediainfo.com 


Granted,  this  is  not  new;  it  has  been 
the  subject  of  scrutiny  and  discussion 
—  particularly  among  the  more-discern¬ 
ing  print-real  journalists  for  an  eon  — 
but  this  seems  like  an  opportune  time 
to  resurrect  and  repeat  it. 

The  saddest  part  is  the  cavalier 
blurring  of  the  line  among  news, 
entertainment,  politics,  and  show  busi¬ 
ness. 

And  that  nobody  seems  to  care  and 
people  are  more  than  willing  to  accept 
it.  It’s  a  masquerade. 

Then  we  wonder  why  so  many  peo¬ 
ple  are  so  uninformed.  And  why  so 
many  flinch  and  take  offonse  at  any  ref¬ 
erence  to  the  “dumbing-down  of  (the 
United  States)  of  America.” 

Heaven  help  us  —  if  it’s  not  too  late. 

Are  you  listening,  Susan? 

Norm  Ushrin 
Oshrin  is  editor  of 
the  Catskill/Hudson  Jewish  Star 
in  Wurtsboro,  N.  Y. 
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also  provides  a  full  range  of 
marketing  support  including 
customer  service  programs, 
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Good  Journalism 
And  Bottom  Line 


A  PANEL  OF  notable 
editors,  publishers, 
top  media  execu¬ 
tives  and  others  met 
at  Stanford  Univer¬ 
sity  recently  to  pon¬ 
der  the  question: “Is  it  possible  to 
do  significant  journalism  in  an 
era  of  bottom-line  concerns  and 
technological  change?” 

The  answer  appeared  to  be 
yes,  as  long  as  everyone  realizes  that  good  journal¬ 
ism  and  the  bottom  line  are  intertwined. 

Or,  put  another  way,  if  media  organizations  fail  in 
the  profit  column,  they  won’t  be  purveying  any 
kind  of  journalism,  significant  or  otherwise. 

'fhe  point  was  brought  home  by  Robert  J.  Danzig, 
vice  president  of  the  Hearst  Corp.  and  president  of 
its  newspaper  group,  who  recalled  the  deaths  in 
past  years  of  newspapers  with  “towering  journal¬ 
ists.” 

“Their  journalism  could  not  be  a  permanent  jour¬ 
nalism  of  distinction,”  he  said. 

“Instead,  they  became 
tombstones  in  our  history.  1 
see  my  job  as  finding  ways  to 
encourage  permanent  suc¬ 
cess.” 

His  company,  Danzig  elabo¬ 
rated,  finds  no  conflict 
between  a  “strong  bottom 
line”  and  distinguished  jour¬ 
nalism. 

Hearst  newspapers,  he 
went  on,  have  seen  the 
strengthening  of  their  news 
departments  by  virtue  of  bet¬ 
ter-educated  staffers  and  the 
addition  of  more  women  and 
minorities. 

“We  feel  this  gives  us 
strength  in  our  relationship 
with  our  communities,” 

Danzig  said  on  the  panel 
sponsored  by  the  John  S. 

Knight  Fellowships  program 
at  Stanford.  “So  we  are  very 
optimistic  about  a  reconcilia¬ 
tion  between  bottom  line  and 
editorial  distinction.  And  we 
relish  technological  change.” 

He  added  that  the  Hearst 


Corp.  spent  $9  million  last  year 
for  online  services  although,  “we 
don’t  have  a  clue  yet  how  to 
make  a  business  of  it.  But  we 
know  it  will  be  part  of  our  future 
and  will  become  a  member  of  our 
commitment  to  journalism  of  dis¬ 
tinction.” 

An  “emphatic  yes”  to  the  ques¬ 
tion  came  from  CNN  President 
Tom  Johnson,  “provided  that  the 
owners  and  leaders  of  media  companies  genuinely 
support  both  editorial  excellence  and  financial 
strength.” 

The  problem  in  maintaining  editorial  quality, 
asserted  Johnson,  “is  not  in  this  room  but  in  the 
boardrooms  where  the  owners  and  leaders  sit.” 

The  former  publisher  of  the  Los  Angeles  Times 
contended,  however,  that  there  are  owners  who 
believe  strongly  in  editorial  quality,  naming  as  exam¬ 
ples  his  former  boss,  Otis  Chandler,  at  Times  Mirror; 
his  present  one,Ted'I\imer,  at  CNN;  the  late  Jim  Bat¬ 
ten  at  Knight-Ridder,  and 
Howard  “Tim”  Hays  of  the 
Riverside,  Calif.,  Press-Enter¬ 
prise. 

“These  are  people  who 
really  care  about  balancing 
the  needs  of  the  editorial  side 
of  their  operation  —  in  good 
times  and  bad  —  while  main- 
taing  financial  strength,”  said 
Johnson.  “The  journalism 
road  is  littered  with  many  fine 
newspapers  and  other  media 
that  didn’t  make  it.” 

At  the  same  time,  Johnson 
challenged  journalists  to  meet 
the  changing  expectations  of 
their  readers  and  viewers 
with  innovative  and  creative 
approaches  while  maintain¬ 
ing  accuracy  and  fairness. 

John  Dotson  Jr,  publisher 
of  the  Akron  Beacon  Jour¬ 
nal,  spoke  unabashedly  about 
his  main  concern  at  the 
paper. 

“My  job  is  to  get  the  money 
—  all  we  can,”  he  stated.  “I  tell 
my  ad  people,  ‘show  me  the 
money’  ” 


Panel  ponders 
whether  they  can 
co-exist  and  how  to 
find  the  right  mix 

BY  M.L.  STEIN 


"You  can't  be  all  things  to  all 
departments  in  the  newspaper  and 
still  focus  as  much  as  you  need  to  on 
[editorial]  excellence.  I'm  not  saying 
we  should  not  be  involved  in 
strategic  planning  and  marketing  but 
there  is  a  trade-off.  If  editors  become 
marketers,  they  are  not  spending  as 
much  time  leading  their  newsrooms." 

—  Sandra  Mims  Rowe,  editor, 
Pok4tand  Oregonian 
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The  money  enables  him  to 
“provide  an  atmosphere  in 
which  the  best  journalism  can 
be  done,”  said  Dotson  who 
came  up  on  the  news  side 
during  his  40  years  in  journal¬ 
ism. 

Currently,  he  disclosed,  he 
is  seeking  an  editor  “and  the 
criteria  is  grand  journalism.  If 
we  do  that  kind  of  journalism, 
we  will  continue  to  make  the 
kind  of  profits  my  corporate 
betters  expect.” 

His  corporate  chiefs 
[Knight-Ridder]  expect  too 
much,  countered  Washington 
Post  ombudsman  Geneva 
Overholser,  who  charged 
newspaprer  companies  with 
having  “unreasonable  and 
unconscionable  profit  margin 
expectations.” 

But  Overholser,  former  edi¬ 
tor  of  the  Garmett-owned  Des 
Moines  Register,  placed  some 
of  the  blame  on  the  news  side 
for  what  she  deemed  skimpy 
reporting  about  the  newspa¬ 
per  business. 

She  also,  in  part,  attributed  the  public’s  negative 
opinion  of  the  news  media  to  arrogance  and  indif¬ 
ference  by  reporters  and  editors. 

“For  years  we  went  along  feeling  confident  that 
we  had  our  jobs  for  a  good  reason  and  didn’t  have 
to  listen  to  people,”  she  recalled. 

When  newspeople  woke  up  to  the  new  reality 
they  split  into  two  camps,  according  to  Overholser; 
“those  who  became  supine  and  scared  to  death  and 
felt  they  had  to  listen  to  every  recommendation  of 
how  to  recapture  the  greatness  that  was  ours,  and 
those  who  hardened  themselves,  deciding  there  was 
no  way  they  could  listen  to  this  stuff  and  carry  the 
high  banner  of  journalism.” 

Their  respective  attitudes  have  carried  over  to  the 
business  side-news  side  dichotomy  with  one  fection 
in  the  newsroom  believing  that,“If  we  keep  the  wall 
high  enough,  everything  will  be  all  right,”  she 
remarked. 

She  termed  this 
response  “completely 
unrealistic”  in  the  face  of 
today’s  realities.  Quality 
journalism  must  be  pre¬ 
served,  the  panelist  said, 
but  ignoring  the  views  of 
readers  and  focus  groups 
is  not  the  path  to  take. 

“This  is  not  the  same  as 
turning  over  the  reins  to 
them,”  Overholser  main¬ 
tained. 

“What  readers  want 


from  us  is  to  behave  as  the 
professionals  we  are,  accord¬ 
ing  to  the  strictures  of  jour¬ 
nalism.  They  should  not  be 
ridiculed  or  underestimated.” 

From  the  editors’  side  of  the 
table,Sandra  Mims  Rowe  of  the 
Portland  Oregonian,  posed  a 
question  of  her  own:  Who 
decides  what  excellent  journal¬ 
ism  is? 

She  noted  that  journalists 
and  publishers  are  not  in 
“sync”  on  the  issue,  with  the 
latter  assuming  that  the  for¬ 
mer  are  “out  of  touch  with  the 
business  imperative.” 

“I’m  not  suggesting  we 
have  a  lock  on  knowing  what 
is  good  journalism,”  Rowe 
said.  “And,  in  fact,  what  is  bad 
is  our  notorious  fuzziness 
about  what  is  quality  journal¬ 
ism  and  our  inability  to  prove 
what  works  in  the  market¬ 
place.  If  we  don’t  do  some¬ 
thing  about  this,  we’ll  never 
get  publishers  to  invest  more 
in  content.” 

At  many  newspapers,  she  said,  editors,  unsure  of 
what  is  expected  of  them,  tend,  “ever  so  slightly,”  to 
move  away  from  what  they  consider  the  best  jour¬ 
nalism  and  toward  what  they  think  others  want. 

And  even  with  the  best  intentions,  editors  are  so 
strapped  for  time  that  few  of  them  have  the  luxury 
of  concentrating  on  producing  high-quality  report¬ 
ing,  Rowe  observed. 

“You  can’t  be  all  things  to  all  departments  in  the 
newspaper  and  still  focus  as  much  as  you  need  to  on 
[editorial]  excellence,”  she  said.  “I’m  not  saying  we 
should  not  be  involved  in  strategic  planning  and 
marketing  but  there  is  a  trade-off.  If  editors  become 
marketers,  they  are  not  spending  as  much  time  lead¬ 
ing  their  newsrooms.” 

Another  editor.  Cole  Campbell  of  the  St.  Louis 
Post-Dispatch,  took  a  public  journalism  approach, 
arguing  that  newspapers  will  regain  readers’  trust  if 
they  help  them  with  their  problems,  interact  with 
the  conununity  and  gener¬ 
ally  assist  people  in  the 
enjoyment  of  life. 

“The  erosion  of  confi¬ 
dence  is  the  downside  of 
our  professionalism,”  he 
said. 

“We  are  becoming  out 
of  touch  with  experiences 
of  our  readers.” 

A  more  upbeat  picture 
was  drawn  by  Steve 
Geimann,  president  of  the 
Society  of  Professorial  Jour¬ 
nalists,  who  said  good  jour- 


Robert  J.  Danzig,  vice  president  of  the 
Hearst  Corp.  and  president  of  its 
newspaper  group,  said  his  company 
spent  $9  million  last  year  for  online 
services  although,  'we  don’t  have  a 
clue  yet  how  to  make  a  business  of  it 
But  we  know  it  will  be  part  of  our 
future  and  will  become  a  member  of 
our  commitment  to  journalism  of 
distinction.' 


The  problem  in  maintaining 
editorial  quality,  asserted 
CNN  president  and  former 
Los  Angeles  Times  publisher 
Tom  Johnson, 

“is  not  in  this  room  but  in 
the  boardrooms  where  the 
owners  and  leaders  sit” 
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nalism  is  still  around  and  will  continue  in  print  and 
broadcasting. 

“Anyone  who  believes  otherwise  would  probably 
not  be  in  this  room  today,”  he  added. 

Still,  Geimann  worried  that  the  newspaper  and 
broadcast  production  costs  have  grown  to  the  point 
that  “in  some  subtle  and  not  so  subtle  ways"  some 
media  managers  “have  chosen  the  road  for  the  great¬ 
est  financial  awards  at  the  expense  of  responsible, 
professional  journalism.” 

Adherence  to  ethics  codes,  similar  to  SPJ’s,  may  be 
among  the  last  means  of  influencing  media  owners 
to  practice  high-level  journalism  by  “seeking  the 
truth  and  reporting  it,”  he  said. 

Geimann  said  the  need  of  publicly'  traded  news 
companies  to  satisfy  their  shareholders  is  often 
counter  to  the  dictates  of  quality  journalism. 

Cost  cutting  to  increase  profits,  he  said,  some¬ 
times  “cuts  to  the  heart  of  the  work  of  editors  and 
reporters,  hampering  their  ability  to  do  professional 
journalism.” 

“We  must  demand  better.” 

Although  casting  a  somewhat  sour  look  at  the 
state  of  American  journalism,  Jan  Schaffer,  deputy 
director  of  the  Pew  Center  for  Civic  Journalism, 
ruled  out  the  bean  counters  as  the  cause. 

She  advised  getting  a  “new  cadre  of  leaders”  in 
newsrooms,  “people  willing  to  experiment  and 
improvise  . . .  willing  to  let  go  of  the  inverted  pyra¬ 
mid  . . .  who  won’t  keep  looking  over  their  shoul¬ 
der  and  wonder  what  their  buddies  in  the  business 
will  say,  but  will  have  the  courage  of  their  convic¬ 
tions  to  carry  on.” 

Schaffer,  a  former  reporter  and  business  editor  at 
the  Philadelphia  Inquirer,  further  suggested  scut¬ 
tling  conventional  wisdom  “that  is  currently  strait- 
jacketing  so  much  of  our  coverage.” 

Is  it  possible,  she  asked,  to  write  a  story  about  PBS 
“without  assuming 
everything  it  does 
is  mired  in  its  fund¬ 
ing  status?  Or  to 
write  about  civic 
journalism  without 
calling  it ,  ,  .  con¬ 
troversial  and  fram¬ 
ing  it  as  a  debate, 
pro  and  con?” 

The  editorial 
“bottom  line,”  she 
said,  is  that  change 
must  happen  “or 
we  will  be  as  dead 
as  every  other  ins¬ 
titution  that  refused 
to  change  in  the 
middle  of  change.” 

The  panel  was 
moderated  by 
James  V  Risser, 
director  of  the 
Knight  Fellowship 
program. 


Sweetheart 
Deal  For 
Direct  Mailers? 

Although  new  postal  rates  may  not 
take  effect  until  next  May,  the  U.S.  Postal 
Service’s  proposed  increases  have  been 
lauded  in  some  quarters  for  being  modest 
—  and  criticized  in  others  for  imposing  higher  costs 
on  newspapers  while  offering  discounts  to  direct 
mailers. 

The  postal  rate  case  —  100,000  pages,  according 
to  a  Postal  Service  spokesman  —  was  filed  July  10 
with  the  independent  Postal  Rate  Commission.  The 
prf)posal  calls  for  an  increase  of  4.5%  across  the 
board  for  domestic  service,  including  an  increase  of 
about  3  5%  in  the  in<ounty  mail  rate,  the  category 
most  used  by  newspajjers. 

It  calls  for  a  1 «  increase  in 
First  Class  mail,  and  a  2< 
decrease  in  pre-paid  return 
mail,  from  32«  to  30«, 

The  proposal  received  a 
muted  response  from  the 
National  Newspaper  Associa¬ 
tion,  which  represents  com¬ 
munity  newspapers. 

In  the  last  rate  case,  the 
Postal  Service  called  for  a  34% 
jump  in  the  in-county  rate;  the  NNA  fought  it,  and 
ultimately  a  1.8%  increase  was  approved.  At  this 
point,  the  NNA  will  not  take  a  position  on  the  pro¬ 
posal  until  its  analysis  of  the  rate  case  is  completed, 
.said  spokesman  David  Mendes. 

The  Newspaper  Ass(x:iation  of  America,  which 
represents  daily  newspapers,  however,  did  a  prelim¬ 
inary  analysis  of  the  new  rates,  based  on  material 
released  by  the  Postal  Service  prior  to  the  formal  fil¬ 
ing,  and  concluded  direct  mailers  will  see  a  signifi¬ 
cant  discount. 

The  NAA  analysis  showed  an  increase  of  3  3%  to 
3.5%  in  the  rate  for  local  advertising  mail  weighing 
up  to  3  ounces,  but  a  decrease  over  current  rates  for 
mail  weighing  more  than  3  ounces;  a  1 6-ounce  item 
would  see  an  18%  discount. 

“It  is  a  sweetheart  deal  for  direct-mail  advertisers,” 
said  Ronald  Weathersby,  an  NAA  spokesman. 

TThe  Pf)stal  Service  di.sagrees. 

Roy  Betts,  an  agency  spokesman,  said,  “The  sense 
that  we  have  is  that  it’s  a  modest  rate  increase,  and 
our  position  is  that  it’s  fair  to  small  business,  adver¬ 
tisers  [and]  users  of  the  mail.” 

Betts  said  the  cost  of  fuel  and  labor  have  gone  up 
10.5%  since  the  last  rate  increase.  However,  the 
Postal  Service  was  able  to  proffer  a  smaller  increase 
(See  Postal  on  page  20) 


"My  job  is  to  get  the  money  —  all  we 
can.  I  tell  my  ad  people,  'show  me  the 
money.' " 

—  John  Dotson  Jr., 
publisher  of  the 
Akron  (Ohio)  Beacon  Journal 


Proposed  postal 
rate  hikes  are 
lauded  by  some 
as  modest,  but 
NAA  blasts  them 
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Celebrity  Pulls 
Advertising 


Actor  BRUCE  WILUS  has  chosen  not 
to  advertise  anymore  in  a  kx:al  weekly 
newspaper  where  some  of  his  Sun  Val¬ 
ley,  Idaho-area  businesses  operate,  after 
deciding  the  newspaper  had  used  his 
name  to  attract  attention  to  the  story 
and  invade  his  femily's  privacy  in  the  process. 

After  a  June  18  story  ran  in  the  Wo(}d  Rifer  Jour¬ 
nal  about  privately  owned  cabins  on  Sawtooth 
National  Forest,  one  of  which  is  owned  by  Willis,  the 
actor’s  Valley  Entertainment  Group  pulled  all  of  its 
advertising  fn)m  the  local  weekly  publication. 

The  Hailey,  Idaho-based 
newspaper  (circulation 
15,000)  stated  in  ajuly  2  story 
that  Michelle  McElroy,  presi¬ 
dent  ofWillis’Valley  Entertain¬ 
ment  Group,  apparently  took 
offense  to  the  article  because 
it  exploited  Willis,  his  wife, 
actress  Demi  Moore,  and  their 
children  in  order  to  draw 
more  attention  to  the  stor>’. 

CJ.  Karamargin,  who  wrote 
the  story,  said  Willis  misunder- 
suxxl  the  primary'  focus  of 
the  article,  which  dealt  with  a  General  Accounting 
Office  (GAO)  report  criticizing  the  U.S.  Forest  Ser¬ 
vice  over  not  getting  fair  maricet  value  for  the  land 
on  which  the  cabins  are  leased. 

“We’re  not  a  paparazzi  newspaper,’’  said  Kara¬ 
margin.  “But  when  we  can’t  let  people  know  what’s 
going  on,  it  hurts  our  readership  ” 

Adding  fuel  to  the  fire  was  a  photo  of  Willis’  cabin 
that  ran  with  the  story,  even  though  the  cabin  had 
no  photo  caption  identifying  it  as  Willis’. 

News  editor  Wayne  Adair  said  in  the  story  he 
selected  that  particular  photo  out  of  a  handful  of 
photos  because  it  was  the  best  photo  —  not 
because  it  was  Willis’  cabin. 

But  McEln)y  feels  that  the  reporter’s  actions  are 
very'  questionable. 

“There  are  two  reasons  you  can  be  on  Forest  Ser¬ 
vice  land,”  McElroy  said.  “One  is  an  emergency'  and 
the  other  is  for  noncom¬ 
mercial  recreational  use. 

CJ.  contacted  the  Forest 
Service  with  an  agenda 
when  he  went  up  there. 

He  was  told  by  the  Forest 
Service  that  you  should 
contact  these  people  [Val¬ 
ley  Entertainment]  and  say. 


‘Hey,  I  want  to  go  where  your  cabins  are.’  ” 

But  Karamargin  apparently  never  did  contact  Val¬ 
ley  Entertainment,  and  McElroy  believes  the 
reporter  violated  the  ctxles  and  regulations  set 
down  by  the  Forest  Service  in  pursuit  of  his  story'. 

Kristan  Kennedy,  a  freelance  journalist  who  has 
woriced  in  Blaine  County'  for  a  decade  on  all  the 
newspapers  in  the  region  (including  the  Journal), 
knows  the  Willis  family'  well  through  her  coverage 
of  real  estate  in  the  Sun  Valley  area. 

And  as  one  who  has  written  both  positive  and 
negative  stories  about  Willis’ 
business  dealings,  she  also  dis¬ 
agrees  with  how  the  Journal 
wrote  and  played  the  story'. 

“1  like  CJ,”  she  explained.  “I 
question  him  ethically  at 
times,  especially  in  this  case, 
but  he  went  up  into  those 
woods,  trespassed  on  their 
property'  and  took  a  picture 
of  Willis’  cabin.” 

And  the  question  of  how 
safe  Willis’  family  is  from 
celebrity'  seekers,  since  the 
general  public  has  now 
learned  where  the  cabin  is, 
upset  Willis  and  Valley  Enter¬ 
tainment  a  great  deal. 

“I  asked  CJ.  if  he  realized 
he  could  compromise  the 
security  of  Bruce  Willis’  chil¬ 
dren  by  doing  things  like  that  by  putting  a  picture 
of  Bruce’s  cabin  on  the  front  page  of  the  paper  and 
pushing  the  envelope  as  close  as  he  can,”  said  McEl- 
roy.  “C J.  said.  That’s  the  price  Bruce  Willis  pays  for 
being  a  celebrity.’  ” 

The  cabins  in  question,  with  23  at  Petit  Lake  and 
159  others  scattered  throughout  the  2.1 -million-acre 
Sawtooth  National  Forest,  are  built  on  public  land 
that  is  owned  by  the  taxpayers. 

Cabin  owners  have  long-term  lease  agreements 
with  the  agency',  pay  annual  fees  for  leasing  the  land, 
and  pay  coimty  property'  taxes  on  the  cabins.  But 
the  lease  fees  are  based  on 
a  1978  appraisal  (now 
under  review)  and  the  fed¬ 
eral  fees  are  extremely'  low, 
even  by  Blaine  County 
standards. 

However,  the  Journal 
broke  out  the  amount  of 
(See  Willis  on  page  65) 


Company  owned 
by  actor  Bruce 
Willis,  upset  over 
a  story,  stops 
advertising  in 
local  Idaho  paper 


“If  your  cabin  sits  on 
public  land,  he  [Willis]  gave  it 
[his  privacy]  up  by  renting 
from  the  public" 

—  Dan  Gorham,  general  manager, 

Wood  River  Journal,  Hailey,  Idaho 
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AP/RHONDA  BIRNDORF 


BY  DAVID  NOACK 


Reporter  Fired  After 
ID  As  Sex  Offender 


The  religion  writer  of  a  triweekly 
newspaper  in  Northern  California  wxs 
fired,  four  days  after  a  front-page  story- 
in  his  own  newspaper  reported  that  he 
was  listed  as  a  “high-risk”  sex  offender 
on  a  newly  released  Megan’s  Law  pub¬ 
lic  disclosure  c;D-ROM. 

Linda  Meilink.  the  managing  editor  of  the  Par¬ 
adise  ((^lif.)  P(>st,  dismissed  reporter  Stephen  Fratal- 
lone,  40,  of  Durham,  on  July  7,  after  she  found  out 
that  he  was  among  a  list  of  the  top  10  “high-risk”  sex 
offenders  registered  in  the  county-. 

She  said  she  learned  about 
Fratallone’s  sexual  criminal 
record  just  prior  to  the  top 
offenders’  names  being  re¬ 
leased  at  a  sheriff  s  department 
press  conference.  Fratallone 
had  worked  as  the  newspa¬ 
per’s  religion  writer  and  busi¬ 
ness  reporter  since  February. 

The  headline  on  the  July  3 
Paradise  Post  fn)nt-page  story 
read  “High-Risk  Sex  Felons 
Identified:  Post  Reporter,  2 
Ridge  Residents  on  List.” 

Prior  to  learning  that  one 
of  her  own  reporters  was  on 
the  state’s  CD-ROM  list, 
Meilink  said  that  she  had 
made  the  decision  to  print  the  names  of  the 
county’s  top  10  sex  offenders,  no  matter  who  they 
were. 

“In  this  high-risk  category-,  I  was  told  by  the  chief 
of  police  that  the  recidivism  rate  is  90  percent.  I 
consider  that  very,  very  important  information  that 
parents  should  have  in  the  community,”  she 
explained.  “1  am  a  parent  myself  and  I  had  made  the 
decision  that  we  would  run  the  story.  1  like  Stephen, 
but  I  had  already  made  the  decision.” 

The  Paradise  Post,  which  has  a  circulation  of 
n)ughly-  9,(KK)  thnjughout  Butte  County,  is  nestled  in 
the  remote  f(X)thills  of  the  Sierras. 

FIRED  ON  ATTORNEY'S  ADVICE 

Meilink  said  Fratallone  was  fired  on  the  advice 
from  an  employment  attorney  who  said  the  paper 
may  be  held  liable  if  an  incident  (x:curred  while  the 
reporter  was  on  assignment  or  in  some  way-  repre¬ 
senting  the  newspaper. 

“He  [Stephen]  is  a  feature  writer  and  he  inter¬ 
views  children.  Sometimes  it  can’t  be  avoided.  He 
could  interview  children  and  present  himself  as  an 


employee  of  the  Par¬ 
adise  Post.  Since  we 
now  knew  about  this, 
we  were  legally-  at  risk  if 
an  incident  occurred 
and  that  is  why-  the 
decision  to  terminate 
him  was  made,”  she  said. 

Fratallone  has  an 
unlisted  telephone  num¬ 
ber.  But  Meilink  relayed 
a  message  to  him  fn)m 
E&P  Interactive  seeking 
his  comments  about  his 
dismis.sal.  He  declined 
to  comment. 

The  so-called  Me¬ 
gan’s  Law  (originally- 
adopted  by  the  New 
Jersey  state  legislature 
and  named  after  a  7- 
year-old  girl  who  was 
murdered  by  a  sex 
offender  out  on  pan)le) 
is  part  of  an  effort  to 
pnn-ide  the  public  with 
information  about  peo¬ 
ple  who  have  commit¬ 
ted  sexual  crimes. 

C^alifomia’s  version  of  Megan’s  Law  was  appnwed 
last  year  and  a  federal  Megan’s  Law  was  also 
appnwed  last  year,  requiring  all  states  to  provide  the 
public  with  information  about  sex  offenders. 

As  a  part  of  that  effort,  the  state  recently  issued  a 
CI>RC)M  listing  64,(KX)  sexual  offenders  statewide, 
including  505  sex  offenders  registered  in  Butte 
County-  —  495  of  those  are  included  in  a  “serious” 
category-  and  10  are  “high  risk.”  The  state  defines  a 
“high-risk”  sex  offender  as  someone  having  two  or 
more  violent  sex  crime  convictions  or  one  violent 
sex  offense  and  at  Ic-ast  two  nonviolent  sex  offenses. 

In  1984,  according  to  a  story-  in  the  Paradise  Post 
written  by  Kevin  Valine,  Fratallone  was  convicted  of 
a  sexual  offense  involving  minors  in  1984  and  was 
sentenced  to  90  days  in  the  Ventura  (>)unty  jail  and 
five  years’  pn)bation. 

In  1989,  United  Press  International  reported  that 
Fratallone  reached  a  plea  bargain  agreement  in 
Tulare  County,  just  hours  before  his  scheduled  trial 
on  charges  of  child  molestation  and  using  teenage 
boys  in  pornographic  photos  was  about  to  begin. 

He  was  sentenced  to  a  six-year  prison  term. 

(See  Fired  on  page  20) 


Editor's  decision 
to  publish  names 
from  new 
CD-ROM  list  was 
made  before 
realizing  paper's 
own  employee 
was  on  It 


High-risk 
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identified 

^osl  reporter.  2  Ridge  residents  on  list 
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How  the  Paradise  (Calif.)  Post  played 
the  front-page  story  identifying  one  of 
its  reporters  as  being  on  a  list  of 
high-risk  sex  offenders 
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BY  ALLAN  WOLPER 

Cheating  Scandal 
Aftermath 


The  assignment 
was  simple:  pro¬ 
duce  an  audio 
package  of  inter¬ 
views  with  area 
news  makers 
that  could  be  submitted  to 
KCR-AM,  the  campus  radio 
station. 

Dianne  Bartlow,  a  part-time 
lecturer  at  San  Diego  State 
University,  sat  down  to  listen 
to  the  tapes  of  her  senior- 
level  Public  Affairs  Reporting 
class  and  took  notes. 

When  she  was  through,  the 
radio  and  television  journalist 
had  tagged  eight  of  the  45  sto¬ 
ries  as  suspicious. 

“The  interviews  sounded  concocted,  fabricated,” 
said  Bartlow,  a  former  producer  for  KCBS-TV,  who 
shared  in  a  Los  Angeles-area  Emmy  award  in  1S>93.  “1 
decided  the  only  way  to  find  out  what  happened 
was  to  contact  the  sources.” 

Bartlow  telephoned  Leslie  Wolf,  a  court  reporter 
for  the  San  Diego  Union-Tribune,  the  first  person 
on  the  list  of  suspect  interviews. 

Wolf  listened  to  the  recording  and  realized  some- 


Wolper,  professor  of  journalism  at  the  Newark 
campus  of  Rutgers  University,  covers  campus 
and  other  issues  for  E&P. 


one  was  reading  from  a  script 
and  doing  a  poor  job  of  imi¬ 
tating  her  voice. 

“The  person  on  the  tape 
was  obviously  younger  than 
me,”  she  explained. 

Bartlow  called  seven  other 
people  and  received  the  same 
response  that  Wolf  had  given 
her.  Every  one  of  the  inter¬ 
views  was  faked. 

Those  conversations  last 
December  after  the  fall  semes¬ 
ter  started  San  Diego  State 
University  on  a  torturous 
internal  investigation. 

When  it  was  over,  the 
Office  of  Judicial  Affairs  had 
placed  six  students  on  one  year’s  probation  and 
acquitted  two  others. 

“We  found  sufficient  evidence  to  prove  six  of  the 
students  had  cheated,”  said  Mike  Car,  judicial  c(X)rdi- 
nator  and  records  officer.  “But  it  appears  one  other 
student  had  permission  [to  fake  the  interviews]  and 
the  other  case  was  borderline.” 

Bartlow  was  incensed  when  E&P  informed  her 
about  the  university  ruling  that  cleared  two  of  the 
students  and  the  rationale  for  it. 

“1  would  never  suggest  to  a  student  that  it’s  OK 
to  go  out  and  fabricate  a  story,”  she  said.  “That  would 
be  unethical.  1  refuse  to  take  responsibility  for  a  stu¬ 
dent’s  unethical  behavior.” 


San  Diego  Union-Tribune 
reporter  wrote  an  article 
about  it,  and  the  local 
university's  journalism 
department  is  still 
smarting  from  fabricated 
interviews  submitted 
by  students 


ipigjit  at  San  Diego  State 
|are  faking  themselves  if 
Mbumalism  is  their  goal 


fByLMlteWcH 

1  STAFF  WKlTEt 

In  14  years  as  a  journalist  I've 
F  received  some  pretty  odd  phone 
^caU^. 

_  One  of  my  favorites  was  from  the 
Fprisoner  who  called  to  complain 
about  being  housed  with  hardened 
^criminals,  but  didn't  mention  until 
nuch  later  that  he  had  shot  a  cop. 
And  there  was  the  minister  who 
ctured  me  on  Christian  morals. 


turned  in  assignments  for  her 
broadcasting  class  that  had  been 
fabricated. 

A  couple  were  “interviews”  with 
politicians  who,  when  contacted  by 
Elartlow,  said  they  would  have  been 
happy  to  talk  to  the  students  if  they 
had  called.  In  one  case  a  student  not 
only  changed  a  real-life  campaign 
manager's  name  but  also  his  gen¬ 
der,  from  Doug  to  Diane. 

Another  fake  interview  “quoted" 


San  Diego  Union-Tribune  reporter  Leslie  Wolf  exposed  the  phony  interview  scandal  in  a  Jan.  12  column  which 
Tim  Wulfemeyer  (above,  right),  head  of  the  SOSU  journalism  department,  described  as  shoddy  journalism. 
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Who  is  at  fault  for  cheating? 


Both  teacher  and  student  may  be  to  Marne 
for  suspected  cheating 

If  itftMNM  takea  b>  students  break  eihicai  boundanes.  blackto  the  imife  of  iheir  Jepar- 
meni  and  sotl  the  reputation  of  their  university.  »hu«ddo’t  the  punishment  fn  the  the 

Ongomi  iave«tif:ations  m  the  Sian  Diego  Stale  University  journalism  department  allege 
that  a  handful  of  students  were  caught  cheating  un  a  broadcasting  assignment  late  last 
semester  The  assignment  was  to  put  together  a  short  radio  piece,  including  segments  of  a 
taped  intersiew  conducted  by  the  student  The  instructor  of  the  class.  Dianne  Bartknv.  has 
reason  to  beliese  that  some  of  thone  iitterviews  w«re  taked 

Bartlow  started  to  suspect  something  was  ami&s  ivhen  she  listened  lo  an  audio  tape  of  an 
interview  between  raie  of  her  students  and  l.eslie  Wolf,  a  courthouse  reporter  for  The 
Diego  (JnHtBTntmne  Wolfs  voice  duln't  sound  right,  so  Bartktw  called  Wolf  and  asked  if 
she'd  been  interviewed  by  the  student  She  hadn't. 

Bartlow  listened  to  the  rest  of  the  interviews  and  cumiuikd  that  mure  than  (uk  sounded 
fishy.  The  class  was  officially  finished  and  grades  were  due  soon,  so  in  the  interest  of  time 
she  gave  the  faKified  interviews  failing  grades  and  weighed  the  assignment  as  usual.  No  one 
who  cheated  failed  the  class 

San  Diego  Sune  Umverut)  policy  stales  (hat  cheating  »  a  enme  punishable  by  expulsion, 
suspension,  probation  or  a  Icsxer^mtftag^  fat  a  lesser  sanction  has  been  han^  down  • 

^  the  journalism  itudeaisjJ|||^^^^^^''s^qy^iU^pendiftg  and  couU  change 


as  wdl?  According  to  varwws 
students.  Bartlow  pruvided 
them  widi  inadfipwif  inslrus* 
nuns  rcganling  then  assign - 
mem  tfthntsihccjK.ihcntlie 
studenis  are  not  entirely  to 
Marne  for  their  actionv  How¬ 
ever.  they  still  must  bear  some 
rcsponsibihiy  for  what  they 
ihd.  A  careful  review,  both  m 
the  skin  of  the  teacher  involved 
and  the  department’s  actkms. 
needs  lo  he  conducted. 

Chratiag  is  inexcusable  at 
any  mstituoun  of  higher  learn 
■og.  porticularty  in  the  journal¬ 
ism  department,  a  field  that 
demands  honesty  If  these  stu¬ 
dents  have  10  cheat  Ihetr  way  thmugh  this  major  then  they  clearly  bckuig  elsewhere 
Ai  the  very  least,  the  siudimts  in  question  deserve  a  failing  grade  for  the  class  if  they  are 
found  cMirdy  at  fault  They  may  have  thscredned  their  peers,  their  drpartmriu  and  their 
school.  If  the  leachei|Mfai^J^[^^^>^l>  taugl^  then  the  journalism  dep^ment  and  $OSU 

:  student  training,  then 


On  Jan.  30,  the  student  paper  published  an  editorial  that  provoked  as  much  anger  as  the  cheating  scandalltielf. 
"Who  is  at  fault  for  cheating?"  asked  the  headline.  "Both  teacher  and  student  may  be  to  blame  for  suspected  cheating." 
Journalism  instructor  Dianne  Bartlow  was  outraged.  "They  suggest  I  am  not  qualified  even  though  I  have  been  honored 
several  times  by  the  Los  Angeles  Academy  of  Arts  and  Sciences.  The  whole  experience  was  an  insult' 


(^r  said  even  though  the  majority'  of  the  six  stu¬ 
dents  graduated  last  spring,  their  transgressions 
would  be  on  their  academic  records  for  five  years. 

Those  records,  however,  are  shielded  by  federal 
privacy  laws  and  potential  journalism  employers 
would  need  the  student’s  permission  to  inspect 
them. 

The  .San  Diego  State  Journalism  Department, 
which  is  in  the  Schtx)!  of  Communication,  is  still 
smarting  fn)m  what  local  journalists  and  students 
call  “the  cheating  scandal  " 

There  were  academic  whispiers  of  racism  and  sex¬ 
ism,  discussions  about  whether  Bartlow’s  class 
instructions  led  to  the  unjoumalistic  behavior,  and 
complaints  that  the  guilty  students  got  off  with  ten¬ 
der  taps  on  their  wrists. 

There  were  charges  that  the  Daily  Aztec,  the  cam¬ 
pus  newspaper,  was  guilty  of  journalistic  malfea¬ 
sance  when  it  criticized  Bartlow  editorially  and  did 
not  mention  that  at  least  five  of  its  staff  members 
were  in  her  cla.ss. 

Sources  say  at  least  two  of  the  eight  students 
worked  for  the  Daily  Aztec,  although  the  editors 
insist  they  don’t  know  who  that  person  might  be. 

Tun  Wulfemeyer,  head  of  the  journalism  depart¬ 
ment,  accused  Wolf  and  the  Union-Tribune  of 
shoddy  journalism,  for  neglecting  to  list,  among 
other  things,  the  role  Joseph  Schneider,  its  night  edi¬ 
tor,  played  in  the  controversy. 

Bartlow  taught  the  broadcast  portion  of  the  two 
tier  reporting  class  while  Schneider  and  Virginia 
Escalente,  who  won  a  1984  Pulitzer  Prize  for  the  Los 
Angeles  Times,  worked  on  the  print  section. 

The  three  part-time  instructors  agreed  the  eight 
students  should  be  failed  for  the  faked  radio  assign¬ 
ment,  but  awarded  them  B’s,  C’s  and  a  D  for  the 
combined  course. 

San  Diego  State  —  invoking  the  federal  statute  on 
privacy  —  is  refusing  tt)  release  the  names  of  the 
eight  students,  a  decision  that  annoyed  student  and 
professional  journalists  alike. 

Julia  R<x:ha,  president  of  the  San  Diego  chapter  of 
the  S<x:icty  of  Pn)fessional  Journalists,  insists  the  stu¬ 
dents  dtxlged  the  worst  part  of  their  punishment  by 


not  being  identified. 

“When  you  do  something  like  that,  you  should  be 
held  accountable,”  said  R(x:ha,  publisher  of  El  Sol  De 
San  Diego,  a  weekly  newspaper.  “They  should  be 
identified.  If  you  don’t,  then  that  whole  journalism 
class  will  be  blamed.  And  so  does  the  pn)fession.” 

Jamie  Butow,  a  22-year-old  senior  who  will 
become  editor  in  chief  of  the  Daily  Aztec  this  fall, 
said  the  cheating  scandal  had  hurt  everyone. 

“It  wasn’t  a  sexual  assault  case,”  said  Butow.  “If  the 
journalism  department  would  relea,se  the  names,  we 
would  run  them.  They  have  ruined  the  reputation  of 
the  journalism  program  here. 

“At  the  radio  station  that  I  am  interning  this  sum¬ 
mer  —  KOGO  —  the  people  there  wanted  to  know 
if  I  was  in  the  cheating  class.” 

Michael  Real,  director  of  the  school  of 
communication,  is  convinced  San  Diego  State  had 
learned  some  important  lessons  fn)m  the  journalism 
pranksters. 

“We  always  stress  ethics  in  our  clas.ses,”  Real  said. 
“You  go  along  and  think  that  these  things  are  under- 
stotxl.  But  this  has  been  a  painful  reminder  that  we 
have  to  emphasize  it  even  more.  1  was  amazed  at  the 
lack  of  student  sensitivity  to  the  integrity'  of  the  jour¬ 
nalistic  pnxress.” 

He  praised  Bartlow’s  decision  to  report  the  wide¬ 
spread  cheating  she  uncovered  in  her  class. 

“She  was  in  a  difficult  position,”  Real  continued. 


"If  the  journalism  department 
would  release  the  names, 
we  would  run  them.  They 
have  ruined  the  reputation 
of  the  journalism  program 
here." 

—  Jamie  Butow, 
a  22-year-old  senior  who  will 
become  editor  in  chief  of  the 
Daily  Aztec  this  fall 
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"There  she  was,  a  part-time  instructor  teaching  her 
first  semester  here.  And  she  goes  ahead  and  blows 
the  whistle  on  them.” 

But  that  whistle  would  never  have  been  heard 
outside  the  walls  of  San  Diego  State  University,  Real 
conceded,  if  Leslie  Wolf  had  not  written  a  column 
last  Jan.  12  about  her  conversation  with  Bartlow. 

“We  felt  it  was  an  internal  matter  involving  a  class 
project,”  said  Real.  “But  I’m  happy  that  so  many  jour¬ 
nalists  were  scandalized  by  it.  We  need  to  be  hyper¬ 
sensitive  about  these  issues.” 

HEARN'S  IDEA 

The  path  to  public  dis¬ 
closure  began  when  Wolf 
told  her  tale  of  the  phony 
tapes  to  several  col¬ 
leagues,  including  Lorie 
Hearn,  the  paper’s  legal 
affairs  editor. 

“Lorie  thought  it  would 
be  a  great  idea  for  our  Beat 
Column,  a  regular  feature 
in  the  newspaper,”  Wolf 
said.  “So  I  wrote  it.” 

Wolf  also  consulted 
with  Schneider,  the  night 
editor,  who  she  knew  was 
teaching  the  print  phase  of  the  journalism  class. 

“Joe  tried  to  talk  me  out  of  it,”  Wolf  said.  “He  said 
they  were  just  students.” 

Schneider  acknowledged  talking  to  Wolf  about 
the  incident,  but  denied  that  he  tried  to  persuade 
her  or  anyone  else  at  the  paper  from  writing  about 
it. 

“I  backed  off,”  he  said.  “1  did  feel  that  there  was  a 
privacy  issue  here.  But  1  also  felt  there  were  miti¬ 
gating  factors.  1  wanted  to  know  if  anyone  had 
talked  to  the  students  to  get  their  side  of  the  stor)'. 

“How  many  classroom  situations  like  this  occur 
and  are  not  made  public?” 

Ironically,  Wolf  had  given  a  brief  lecture  to  the 
reporting  class  when  Schneider  had  taken  them  for 
a  tour  of  a  San  Diego  courthouse  building. 

“Some  of  the  students  asked  me  questions,”  she 
said.  “But  only  two  of  them  took  any  notes.  Both 
were  women.  That  was  another  reason  I  knew  the 
tape  Dianne  [Bartlow]  played  for  me  was  phony. 
The  reporter  who  was  supposed  to  be  interviewing 
me  was  obviously  a  guy.” 

Wolf  s  column  disclosed  that  none  of  the  students 


had  flunked  the  course  and  listed  the  litany  of 
excuses  they  gave  for  their  actions:  “Deadline  pres¬ 
sure  . . .  faulty  audio  equipment . . .  misunderstand¬ 
ing  the  assignment.” 

The  reporter  blamed  unnamed  journalism  profes¬ 
sors  and  Wulfemeyer,  the  chair  of  the  journalism 
department,  for  not  flunking  the  students,  but  never 
reported  Schneider’s  role  in  the  controversy. 

“It  was  a  column,  not  a  news  story,”  Wolf 
explained.  “1  was  giving  my  personal  opinion  on 
something  that  happened  to  me.  I  didn’t  think  that 
Joe  needed  to  be  included  in  it.” 

Wolf  interviewed  Wulfemeyer,  quoted  him  as 
being  contrite  over  the  griev¬ 
ous  behavior  of  the  students, 
but  ridiculed  his  journalism 
department  for  not  failing  the 
students. 

“If  I  had  tried  that  at  UC- 
Berkeley,  I  believe  I  would 
have  been  expelled,”  she 
wrote. 

Wulfemeyer  insisted  the 
story  of  the  student  cheats 
should  not  have  been  pub¬ 
lished  in  a  general-interest 
newspaper  or  magazine,  and 
charged  Wolf  with  omitting 
key  elements  of  the  story. 

“She  didn’t  say  there  were  co-teachers  who  had  a 
number  of  years  of  print  journalism  under  their 
belt,”  he  said.  “And  she  didn’t  say  Joe  was  one  of 
them.  It  was  not  a  very  good  job  of  professional 
journalism” 

Wolf  said  Wulfemeyer  was  angry  she  printed 
some  painful  truths,  and  expressed  satisfaction  that 
the  students  had  been  brought  up  on  academic 
cheating  charges. 

“I’m  glad  to  hear  that  something  did  happen 
there,”  she  said. 

Gina  Lubrano,  the  paper’s  reader  representative, 
wrote  a  column  the  following  month  comparing  the 
wayward  students  to  the  ABC  television  producers 
who  faked  their  resumes  to  investigate  the  Food 
lion  Food  Chain 

“What  ABC  did  is  no  more  defensible  than  what 
the  students  did,”  Lubrano  wn)te.  “ABC  lost  sight  of 
its  ethical  obligations.  The  students  showed  abysmal 
ignorance  of  the  difference  between  right  and 
wrong.” 


Wulfemeyer  insisted 
the  story  of  the  student 
cheats  should  not  have 
been  published  in  a 
general-interest  newspaper 
or  magazine,  and  charged 
Wolf  with  omitting  key 
elements  of  the  story 


"We  always  stress  ethics  in 
our  classes.  You  go  along  and 
think  that  these  things  are 
understood.  But  this  has  been  a 
painful  reminder  that  we  have 
to  emphasize  it  even  more.  I 
was  amazed  at  the  lack  of  stu¬ 
dent  sensitivity  to  the  integrity 
of  the  journalistic  process.” 

—  Michael  Real,  director  of 
the  SDSU  School  of 
Communication 


THE  REACTION 

Wolf’s  column  reverberated  through  the  news¬ 
rooms  and  journalism  classrooms  in  the  San  Diego 
area,  prompting  a  variety  of  responses. 

J.W  August,  a  San  Diego  State  alumnus  and  an 
investigative  producer  for  KGTV,  an  ABC  affiliate, 
expressed  his  anguish  in  a  letter  to  the  Union-Tri¬ 
bune. 

“Our  profession  is  about  truth,  accuracy,  compas¬ 
sion,  honesty,”  August  said.  “We’re  having  enough 
problems  with  public  opinion,  and  we  certainly 
don’t  need  anyone  making  a  mockery  of  the  jour¬ 
nalism  profession.” 

The  Daily  Aztec  started  off  the  spring  semester 
(See  Scandal  on  page  65) 
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Newspaper  Seeks 
Sealed  Records 


Salt  Lake 
Tribune  wants 
details  behind 
D.A. ’s  refusal  to 
prosecutive  ■ 
mayor 


WHEN  THE  DISTRICT  attorney 

refused  last  March  to  prosecute 
Salt  Lake  City  Mayor  Deedee 
Corradini  for  accepting 
$21 1,000  in  gifts  from  influen¬ 
tial  Utahans,  the  Salt  Lake  Tribune  sought  the  facts 
behind  his  decision. 

In  mid-July  the  newspaper  was  still  waiting  for 
his  list  of  d(x:uments,  witnesses  interviewed  and 
other  material.  And  it  .seems  the  wait  will  be  a  long 
one. 

Third  District  Judge  Homer  Wilkinson  has  ruled 
there  is  no  compelling  rea¬ 
son  for  D.A.  Neal  Gunnarson 
to  release  records  of  the  four- 
month  secret  investigation  in 
which  35  subpoenas  were 
issued  and  72  inters  iews 
held. 

“The  court  has  seen  no 
good  cause  given  that  this 
information  be  released,” 
Wilkinson  said.  “Releasing  it 
would  have  a  chilling  effect 
on  witnesses  testifying  in  a  grand  jury  or  investiga¬ 
tion.” 

Corradini,  who  recently 
announced  that  she  may  run 
for  re-election  when  her  cur¬ 
rent  term  expires  in  1999, 
has  admitted  taking  the  gifts. 

She  .said  they  were  to  help 
her  settle  debts  in  connec¬ 
tion  to  the  trustee  of  the 
Bonneville  Pacific  Corp.,  a 
bankrupt  alternative  energy 
firm  she  helped  build. 

“These  were  gifts  from 
friends,”  she  told  the  Tribune. 

“There  were  no  promises  of 
doing  anything  in  return  for 
them.  These  people  don’t 
need  things  done  for  them.  I 
don’t  feel  I  did  anything 
wrong.” 

But  the  Tribune  pointed 
out  that  some  of  the  largess 
came  from  individuals  who 
have  continuing  business 
with  the  city,  including  Larry 
Miller,  owner  of  the  Utah 
Jazz;  Joe  Bu7.as,  owner  of  the 


Salt  Lake  Bu7.z  baseball  team;  Utah  industrialist  and 
philanthropist  Jon  Huntsman,  and  current  and  for¬ 
mer  officials  of  the  Franklin  Quest  Co. 

The  Tribune,  in  one  story,  said  it  had  obtained  a 
letter  written  by  one  donor,  Richard  Winwood, 
who  recalled  that  Corradini,  the  city’s  first  woman 
mayor  and  one  of  Neu'sweek’s  “America’s  25 
Mayors  to  Watch,”  was  waiting  at  the  curb  near  the 
City-County  Building  as  he  drove  up  with  a  $6,(XX) 
check  he  had  promised  her. 

Gunnarson  was  quoted  in  the  Tribune  as  saying 
he  did  not  have  sufficient  evidence  on  which  to 
base  a  criminal  charge.  He  contended  that  the  law 
governing  such  gifts  is  flawed,  adding:  “If  you  want 
effective  prosecution,  you  give  me  a  different 
.statute.  The  statute,  in  my  humble  opinion,  .stinks.” 

The  prosecutor,  who  is  under  a  court  gag  in  the 
case,  asked  the  court  la.st  January  for  an  order 
enabling  him  to  hide  all  information  concerning 
his  probe  into  the  mayor’s  acceptance  of  cash  and 
stock  gifts  from  27  persons.  He  refused  to  reveal 
the  names  of  the  witnesses  interviewed,  the  d<KU- 
ments  they  produced  or  their  testimony. 

Tribune  editor  Jay  Shelledy  said  the  paper  is 
appealing  Wilkinson’s  ruling  in  what  he  predicted 
will  be  an  “uphill  fight.”  ■ 


Third  Annual 

Medill  School  of  Journalism/Strong  Funds 
awards  for  best  Midwestern  coverage  of  business 
and  financial  news  for  the  investor 

Open  to  dailies,  weeklies,  monthlies  and  broadcast  outlets  in  Illinois,  Indiana,  Iowa, 
Michigan,  Minnesota,  Missouri,  North  Dakota,  Ohio,  South  Dakota,  Wisconsin,  for 
work  published  from  July  1,  1996  through  June  30,  1997. 

Sponsors:  Medill  School  of  Journalism,  Northwestern  University,  and  Strong  Funds,  a 
Milwaukee-based  group  of  mutual  funds. 

A  $2,500  prize  for  the  best  entry  in  each  of  seven  categories: 

•  Best  overall  coverage  for  the  month  of  May  of  news  for  the  investor  by  a  daily, 
weekly,  or  monthly  news  organization. 

•  Financial  columnist  (send  3  columns). 

•  Spot  news  reporting  on  a  personal  finance  topic  affecting  investors.  Daily  newspaper 
.  •  Feature  or  column  on  a  personal  finance  topic  affecting  investors.  Daily,  weekly  or 

monthly. 

•  Profile  on  a  publicly-traded  Midwestern  company  that  offers  useful  information  for 
investors.  Daily,  weekly  or  monthly. 

•  General  markets  coverage,  feature  or  series,  that  helps  investors  understand  stock, 
bond  or  other  financial  markets.  Daily  newspaper  only. 

•  Broadcast  feature  or  series  useful  to  investors. 

Deadline  July  31, 1997.  Applicants  should  submit  original  and  one  copy  to  Jan  Boudart, 
do  Medill  School  of  Journalism,  Fisk  204,  Northwestern  University,  Evanston,  Ill. 
60208.  Attention:  Strong  Funds/Medill  awards. _ 
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Postal 

Continued  from  page  13 

because  it  has  kept  its  rates  stable  over  the  past 
three  years  and  has  been  fiscally  responsible,  he 
said. 

Direct  marketers  saw  it  the  same  way.  Gene  A. 
Del  Polito,  president  of  the  Advertising  Mail  Market¬ 
ing  Association,  said  that  the  overall  proposal  is 
favorable. 

“On  balance,  we  say  of  the  rate  filing, ‘Hey,  this  is 
pretty  good,’  ”  Del  Polito  said. 

Anyone  may  find  fault  with  parts  of  the  pn)posal 
when  examining  the  details,  he  said. 

Also,  Del  Polito  said,  this  is  the  first  rate  case  to 
reflect  the  results  of  mail  classification  reform.  The 
prices  in  this  proposal  reflect  the  efficiencies  the 
Postal  Service  realized  from  that  reform,  he  said. 

“The  fact  that  they’re  coming  in  with  as  modest  a 
proposal  as  they  have  is  revolutionary,”  Del  Polito 
said. 

The  Mailers  Council,  which  represents  catalogs 
and  magazines,  praised  the  Postal  Service  for  not 
asking  for  double-digit  rate  increases  as  it  has  in  the 
past.  However,  the  Main  Street  Coalition  for  Postal 
Fairness  is  less  concerned  about  this  particular  rate 
increase  than  about  overall  postal  reform,  said  exec¬ 
utive  director  John  T.  Estes. 

Estes  acknowledged  the  proposal  is  moderate, 
but  said,  “I  hope  it  doesn’t  delude  the  public  into 
thinking  everything  is  swell.” 

Among  the  coalition’s  members  are  trade  publi¬ 
cations,  large  newspapers  and  small  newspapers. 
Estes  said  the  price  increases  could  be  expensive  to 
several,  particularly  the  church  press.  But  the  Postal 
Service’s  reform  plans,  which  call  for  allowing  it  to 
set  its  own  rates  and  not  follow  the  current  regula¬ 
tory  process,  are  a  greater  concern,  he  said. 

The  coalition  complains  that  the  Postal  Service 
shifts  costs  to  First  Class  mailers,  and  is  wary  of  its 
desire  to  seek  “flexibility”  in  setting  prices. 

Betts  said,  “I  think  if  we  had  greater  flexibilty  in 
our  pricing  you  could  see  pricing  discounts,  like  you 
see  in  retail  during  slow  periods.” 

Estes  argues  that  means  cutting  deals  with  large 
mailers  and  shifting  the  costs  to  the  “captive  citizen 
class”  of  mailer  —  users  of  First  Class  who,  by  law, 
can  send  it  only  via  the  Postal  Service. 

“This  is  a  foot  in  the  door,  protecting  the  junk 
mailer  and  not  the  captive  citizen  class  of  mailer,” 
Estes  said. 

Because  the  proposal  is  so  extensive  —  filling  30 
file  boxes,  according  to  Betts  —  conclusions  about 
its  financial  effects  are  difficult  to  draw.  The  NNA  is 
undertaking  its  own  analysis  of  the  rate  ca.se,  and 
will  release  its  findings  and  armounce  its  position 
later. 

Del  Polito  said,“rm  told,  with  42  witnesses,  this  is 
probably  the  most  complicated  case  the  Postal 
[Rate]  Commission  has  ever  seen.” 

The  Postal  Rate  Commission  has  up  to  10  months 
to  evaluate  the  proposal,  including  holding  hearings 
and  accepting  testimony  from  interested  parties. 
The  commission  will  then  make  a  recommendation 
to  the  Postal  Service’s  Board  of  Governors  to 
approve  or  change  the  proposal. 


Fired 

Continued  from  page  15 

According  to  the  California  Department  of  Cor¬ 
rections,  he  was  pan)led  three  times  and  had  his 
parole  revoked  twice  for  incidents  involving  children. 

In  the  1989  incident,  according  to  UPI,  Fratallone, 
then  a  reporter  for  a  weekly  California  newspaper 
—  the  Dinuba  Sentinel  —  used  his  position  as  a 
reporter  to  lure  children  to  his  apartment  for  pho¬ 
tographs,  under  the  guise  that  he  was  working  on  a 
feature  story.  When  Meilink  first  found  out  about 
Fratallone’s  sexual  criminal  history,  he  was  placed 
on  paid  leave  as  the  newspaper  prepared  a  story 
about  the  CD-ROM  and  consulted  its  attorneys. 

Meilink  said  when  Fratallone  was  hired,  refer¬ 
ences  were  checked  but  no  official  employment 
application  was  filled  out,  where  there  is  typically  a 
sentence  or  clause  asking  if  an  applicant  has  ever 
been  convicted  of  a  crime.  Up  until  a  few  months 
ago,  Meilink  said  the  reporters  were  hired  on  the 
basis  of  their  resume  and  references.  Now  a  formal 
application  must  be  filled  out. 

She  described  Fratallone  as  a  diligent  employee 
and  said  the  decision  to  fire  him  was  difficult. 

“He  worics  very  hard.  He  came  up  with  great 
story  ideas.  He’s  a  good  feature  writer.  1  was  very 
sorry,”  said  Meilink.  When  asked  whether  she  would 
give  Fratallone  a  reference,  she  said  it’s  the  newspa¬ 
per’s  policy  to  only  provide  the  hiring  and  leaving 
date  of  an  employee.  Meilink  declined  to  say 
whether  Fratallone  was  given  severance  pay. 

A  Paradise  Post  story  about  Fratallone  detailed 
his  record,  and  an  editorial  explained  why  the  news¬ 
paper  decided  to  print  the  list  of  the  top  sexual 
offenders  who  are  registered  in  the  county. 

In  part,  the  editorial  said:  “The  Post  chose  to  run 
the  names  of  the  10  highest-risk  sex  offenders  in  the 
county  because  it  was  decided  that  if  we  erred,  we 
would  err  in  favor  of  innocence  of  the  children  in 
the  community,  children  whose  lives  could  be  per- 
manendy  marred,  rather  than  in  favor  of  someone 
who  had  already  been  convicted  of  sexual  felonies. 
The  fact  that  there  was  a  Post  reporter,  Stephen 
Fratallone,  who  was  on  the  list  of  high-risk  sexual 
felons,  did  not  in  any  way  change  our  decision.  Our 
responsibility  to  the  readers  of  this  community  is 
our  highest  commitment.” 

Butte  County  Sheriff’s  Record’s  supervisor  Cherie 
Jones  said  that  Fratallone  was  legally  registered  in 
the  county  as  required  by  law. 

Prior  to  Megan’s  Law,  sex  offenders  had  to  regis¬ 
ter  with  local  police  departments,  but  the  informa¬ 
tion  was  not  released  to  the  public. 

Sally  Lehrman,  the  new  president  of  the  Northern 
California  chapter  of  the  Society  of  Professional  Jour¬ 
nalists,  said  the  issue  of  Fratallone’s  firing  was  more 
a  personnel  and  legal  matter,  than  one  dealing  with 
journalism.  “I’ve  looked  it  over  and  thought  about 
the  issue  and  I  keep  coming  back  to  the  thought  that 
this  really  is  a  personnel  matter,  rather  than  an  issue 
of  journalistic  integrity  or  freedom  of  information. 
It’s  something  that  I  think  would  be  more  appropri¬ 
ate  for  a  newspaper  union  or  even  a  civil  rights  spe¬ 
cialist  to  address  than  SPJ,”  wrote  Lehrman  in  an  e- 
mail  response  to  an  E&P  Interactive  query. 
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RAINBOW  ROW- 

ELL,  western  Iowa 
reporter  at  the 
Otnaha  World- 
Herald,  will  begin 
writing  a  local  col¬ 
umn  in  July. 

Rowell’s  column 

,  .  .  RAINBOW  ROWELL 

Will  alternate  with 

columnist  Mike 

Kelly’s  on  the  front  page  of  the  Midlands 
section. 


STEPHAN  CONAWAY 


SHELLEY  OAVTS 


J^F  PEEPER 


new  media  ven¬ 
ture  called  the 
News  Research 
Group,  an  inde¬ 
pendent,  nonparti 
san  research  orga¬ 
nization  in  New 
York. 


account  executive  for  Illinois  at  PR 
Newswire,  has  been  promoted  to 
Cleveland  bureau  manager. 


MICHAEL 

PRAZMA,  circulation  director  at  the 
Green  Bay  (Wis.)  Press  Gazette,  has 
been  appointed  circulation  director  at 


STEPHAN  CONAWAY,  director  of  com¬ 
puter  services  at  the  Financial  Times, 
London,  England,  has  been  named  chief 
information  officer  at  the  Minneapolis 
Star  Tribune. 

SHELLEY  HAVIS,  coop/special  publi¬ 
cations  coordinator  at  the  Owensboro, 
¥^.,Messengier-Inquirer,h2&  been 
appointed  classified  advertising  manager. 

MICHELLE  McDonough,  senior 


JEFF  PEFFER,  assistant  circulation 
director  at  the  Protidence  (R.I.)  Journal- 
Bulletin,  has  been  named  director  of 
consumer  maiketing  in  the  circulation 
department. 

DIRK  SMILLIE,  a  media  researcher 
and  manager  of  communications  at  the 
Media  Studies  Center,  a  media  think 
tank  at  Columbia  University  funded  by 
the  Freedom  Forum,  has  launched  a 


the  Wilmington,  Del.,  Aden’s  Journal. 

N.  CHRISTIAN  (CHRIS)  AISIDER- 

SON  HI,  president  and  publisher  of  the 
Colorado  Springs,  Colo.,  Gazette,  has 
been  elected  to  the  Blethen  Corp. 
board  of  directors.  The  Blethen  Corp.  is 
a  private  family  corporation  whose 
major  asset  is  the  Seattle  Times  Co. 

STEVE  MAHLER,  marketing  coordina¬ 
tor  at  the  Utica,  N.Y.,  Obsener 
Dispatch,  has  been  appointed  market¬ 
ing  director  of  Eagle  Newspapers, 
Syracuse,  N.Y.,  a  group  of  weekly  news¬ 
papers  serving  suburban  Syracuse. 

JENNIE  GRIFFIN,  classified  adver¬ 
tising  manager  at  the  Auburn,  N.Y., 
Citizen,  was  named  classified  advertis¬ 
ing  director  at  Eagle  Newspapers. 

RON  BUSICK,  classified  advertising 
manager  at  the  San  Gabriel  Valley 
Newspaper  Group, West  Covina,  Calif., 
has  been  promoted  to  director  of  classi¬ 
fied  advertising. 

MARSHALL  N.  MORTON,  senior  vice 
president  and  chief  financial  officer  of 
Media  General,  Richmond, Va.,  has  been 
elected  to  the  lx)ard  of  directors. 

He  succeeds  D.  TENNANT  BRYAN, 
90,  chairman  of  the  executive  commit¬ 
tee  and  a  director,  who  retired. 


Correction 

RONALD  L  RICKMAN,  vice  presi¬ 
dent  of  newspapers  for  Lee  Enterprises 
Inc.,  Davenport,  Iowa,  was  incorrectly 
announced  as  the  new  director  of  news¬ 
paper  operations  and  planning  in  the 
June  28  “Newspeople  in  the  News.’’The 
new  director  at  Lee  Enterprises  is  JLllV- 
DY  MILLER,  president  and  publisher 
at  the  Battle  Creek  (Mich.)  Enquirer. 


The  Leahy  &  Glennon  Families 

have  agreed  to  sell 

Stevens  Point  (WI)  Journal 

(14,047  daily  circulation) 
to 

Thomson  Newspapers 

We  are  proud  to  have  represented 
the  Leahy  and  Glennon  Families  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

1 19  East  Marcy  St.  -  Suite  100,  Santa  Fe.  NM  87501 

(505)  820-2700 
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BY  KELVIN  CHILDS 


L 


Focusing  On 
Families 


HE  WASHINGTON  TIMES 
has  launched  Family  Times,  a 
new  weekly  feature  section 
full  of  advice,  features  and 
information  for  families. 
Appearing  Tuesdays,  the 
section  has  immediately  proved  popular 
with  readers,  according  to  editor  Chris 
Sicks. 

“Last  Tuesday,  1  got  50  phone  calls 
frxim  readers  saying.  This  is  great,  1  read 
it  cover  to  cover,’  "he  said.  “What’s  really 
exciting  is  there’s  virtually  no  competi¬ 
tion  for  this,  at  least  in  the  mid-Atlantic 
region.” 

Most  of  the  media  focuses  on  the  neg¬ 
ative  or  on  celebrities.  Sicks  said,  but 
Family  Times  is  meant  to  speak  to  the 
concerns  of  regular  people  in  traditional 
families. 

“A  tendency  in  the  media  is  to  find  the 
exception  to  the  rule,  the  unique  rather 
than  the  commonplace,”  he  said.  But  the 
section  will  have  information  of  use  to 
extended  ftmilies,  such  as  adult  children 
coping  with  grandparents. 

“There  is  no  shortage  of  ideas,”  he  said. 
“1  have  a  list  of  over  140  story  ideas.” 

The  section  includes  several  advice 
and  question-and-answer  columns.  Radio 
advice  giver  Dr.  Laura  Schlessinger  and 
“Focus  on  the  Family"  founder  Dr.  James 
Dobson  anchor  the  front.  Inside  is  a 
guide  to  Web  sites  by  staff  writer  Joe 
Szadkowski,  a  calendar  of  events,  and 
syndicated  and  staff-written  columns  on 
childbearing,  fatherhood,  pet  care,  home 
schooling,  restaurants  and  being  a  work¬ 
ing  parent. 


Washington  Times 
launches  new  advice 
section  aimed  at 
building  readership 


Sicks  said  the  balance  between 
columns  and  features  is  of  concern. 

“We’re  trying  to  evaluate  what  that 
mix  is,”  he  said. 

They  use  a  lot  of  columnists,  though, 
“because  their  advice  is  so  good,”  and 
isn’t  being  provided  elsewhere  in  the 
region. 

“No  one  is  running  Dr.  Laura,  except 
for  a  Journal  paper,”  he  said.  “No  one 
in  this  town  is  likely  to  run  James  Dob¬ 
son.  If  it  seems  a  bit  heavy  in  that  direc¬ 
tion,  it’s  because  they’re  the  heavy¬ 
weights.” 

Sicks  said  “the  feature  editor  and  1  are 
working  very  closely  to  be  sure  we  don’t 
overlap.” 

For  Independence  Day,  for  example, 
the  main  feature  section  carried  a  guide 
and  map  of  the  best  sites  to  view  fire¬ 
works  an)und  the  National  Mall,  while 
Family  Tunes  had  a  listing  of  fireworks 
shows  elsewhere  in  the  greater  D.C. 
area. 

For  the  fall  TV  season,  features  will  do 
its  traditional  guide  to  new  programs  — 
including  rankings  of  their  sexual  and 
violent  content  —  while  Family  Tunes 
will  cover  how  watching  television 


Tabloid  Offers  $500,000  Reward 
In  Murder  Case 


The  national  tabloid  newspaper 
the  Globe  is  now  offering  $500,000 
for  evidence  leading  to  the  conviction  of 
the  killer  or  killers  of  6-year-old  Boulder, 
Colo.,  resident  JonBenet  Ramsey. 

The  Globe,  headquartered  in  Florida, 
originally  offered  $50,000,  but  increased 
the  amount  because  no  progress  is  being 
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made  by  police  in  the  7-month-old  mur¬ 
der. 

The  newspaper  said  it  plans  to  turn 
over  the  information  it  receives  to  the 
police. 

The  newspaper  said  the  deadline  for 
the  reward  is  Dec.  26,  the  first  anniver¬ 
sary  of  the  murder. 

http;//www.mediainfo.com 


affects  viewers,  and  children  in  partic¬ 
ular. 

Sicks  said  the  section  is  a  vehicle  to 
increase  readership. 

“Circulation  was  really  behind  this,” 
he  said.  “It’s  the  kind  of  a  section  that 
isn’t  an  easy  ad  sell,  but  it’s  a  reader 
seU.” 

However,  the  goal  of  increasing  cir¬ 
culation  didn’t  come  before  the  desire 
to  serve  readers. 

“We  are  a  conservative  newspaper 
and  we  promote  family  values,”  Sicks 
said;  readership  gains  are  a  pleasant 
benefit. 

Family  limes  follows  the  paper’s 
CX't.  7, 1996  debut  of  Wa.shington  Bus¬ 
iness  Tunes,  a  Monday  tabloid  section. 


The  Proven 
Professional. 


Richard  L. 
Hare 


•  Consultant  to  300  dailies,  weeklies, 
and  shoppers  in  last  20  years 

•  Market  wise  in  50  states  and 
Canada 

•  Expert  manager,  trainer 

•  Executive  recruiter 

•  Successful  broker  and  appraiser 


Hare  Associates^  Inc. 

62  Black  Walnut  Drive 
Rochester,  New  York  14615 
716/621-6873 

Celebrating  Twenty  Years  of 
Professional  Service 
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New  York  press 
group  funds 
journalism  center 


The  new  YORK  Press  Association 
Foundation  has  pledged  $  1 50,000 
to  launch  a  Center  for  Community 
Journalism  at  Oswego  State  University 
in  Oswego,  N.Y 

The  center  will  stand  as  a  resource  to 
local  newspapers  and  small-market 
radio  and  TV  news  programs  across  the 
state. 

Some  of  the  services  projected  to  be 
in  place  over  the  next  three  years  are  as 
follows:  affordable  continuing  educa¬ 
tion  and  staff  development  for  journal¬ 
ists;  expansion  and  publication  of  schol¬ 
arly  work  in  the  area  of  community 
news;  involvement  of  Oswego  State 
University  students  in  community 
reporting  through  interaction  with 
media  professionals  and  on-the-job 


experiences;  and  the  establishment  of  a 
hands-on  laboratory  to  help  community 
news  organizations  keep  abreast  of 
emerging  technologies. 

An  in-residence  program  will  also  be 
established  to  bring  editors  and  publish¬ 
ers  to  campus  to  teach,  offer  work¬ 
shops,  meet  with  students  informally 
and  to  generally  serve  as  resources  to 
future  journalists. 

lAPA  criticizes 
Cuban 
press  rules 

New  rules  issued  by  the  Cuban 
government  regulating  the  activities 
of  foreign  correspondents  drew  the  criti¬ 
cism  of  the  Inter  American  Press 
Association. 

The  organization’s  Freedom  of  the 
Press  and  Information  Committee  called 


the  new  regulations  “a  grotesque  formal¬ 
ization  of  censorship  and  information 
control.” 

The  committe  also  saw  it  as  a  bid  to 
intimidate  journalists. 

The  new  rules,  in  effect  since  early 
June,  require  news  correspondents  to 
report  “with  objectivity,  sticking  strictly  to 
the  facts,  in  line  with  the  principles  of 
ethics  that  govern  journalism.” 

Also  under  the  rules,  the  government- 
created  International  Press  Center  in 
Havana  is  given  the  power  to  reprimand 
or  withdraw  the  accreditation  of  trans¬ 
gressors. 

“To  speak  of  ethics  and  objectivity  in 
Cuba  is  a  joke,”  said  committee  chairman 
Danilo  Arbilla. 

“This  is  a  question  of  official  propagan¬ 
da,  of  the  government  telling  journalists 
what  it  wants  them  to  say,  using  the  pre¬ 
text  of  their  spreading  ‘enemy  propagan¬ 
da’  to  silence,  intimidate  or  even  expel 
them  from  the  country.” 


On  peppc' 


‘Source:  1996  Simmons  Stars 
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Extending 
NIE  into 
the  summer 

The  SEATTLE  TIMES  has  found  a  way 
to  extend  its  Newspaper  in 
Education  program  into  the  summer, 
even  wdth  school  out. 

The  paper  is  partnering  with  Seattle 
Public  Libraries  to  bring  “the  world  of 
literary  adventure”  to  all  ages  by  visiting 
local  libraries  and  reading  the  newspa¬ 
per. 

Called  “Read  Your  Way  Around  the 
World,”  the  program  gives  students  the 
opportunity  to  learn  more  about  the 
world  by  reading  and  using  newspapers 
for  real-world  lessons  in  math,  history, 
politics,  economics  and  social  studies. 

Ruth  Rivera,  the  Times'  Newspaper 
in  Education  services  manager,  said  the 
paper  is  joining  with  the  libraries  to 
promote  literacy  and  reading  during  the 


summer  months.  The  Times  is  providing 
newspapers  to  the  libraries  through 
Aug.  15. 

Participants  also  will  have  a  chance  to 
wdn  a  $50  bookstore  certificate  by  pick¬ 
ing  up  an  entry  form  at  their  nearest 
library. 

The  form  contains  newspaper  read¬ 
ing  activities  relating  to  books  for  sum¬ 
mer  reading. 

Thomson  focuses 
on  readership 

HOMSON  NEWSPAPERS  HAS  reorga¬ 
nized  its  editorial  and  circulation  train¬ 
ing  and  development  activities  to  focus 
on  growing  readership. 

Under  the  new  system,  editorial  and  cir¬ 
culation  support  services  will  parmer 
with  a  newly  created  function  —  reader 
development  —  to  ensure  the  coordina¬ 
tion  of  training,  product  development  and 


marketing  efforts  in  each  of  the  compa¬ 
ny’s  markets. 

The  moves  are  part  of  a  plan  to  stimu¬ 
late  circulation  growth,  said  Stuart  Gamer, 
Thomson  president  and  CEO. 

Atherton  wins 
photo  award 

The  1997  KODAK  Professional/White 
House  News  Photographers’ 
Association  Achievement  Award 
(WHNPA)  was  awarded  to  James  K.W. 
Atherton  for  outstanding  service  to  the 
association  and  his  long-term  contribu¬ 
tions  to  photojournalism. 

Atherton’s  career  spanned  over  40 
years  at  United  Press  International  and 
the  Washington  Post,  which  included 
covering  every  president  from  Truman  to 
Nixon,  the  Watergate  hearings,  the  first 
seven  space  shots  and  the  InuvContra 
hearings. 
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4,600,000  readers!*  That’s  been  the  reaction 
to  react.  And  it’s  taken  practically  no  time, 
react  is  the  interactive  magazine  from 
the  publishers  of  Parade  that  relates  to, 
responds  to,  and  involves  teenagers.  That’s  why 
we’re  reaching  so  many, hard- to -get  teens. 

And  why  you  ought  to  contact  Fred  Johnson  at: 
papers@react.com  or  212-450-7121. 

react.  Reaching  an  impossible  audience  to  reach. 


BOOK  REVIEWS 


BY  HILKY  WARD 


The  H iff  h  IV  ay  men: 
Wttrriors  of  the 
hiforntatioti  Sidfierhighwav 
By  Ken  Aiiletta 

Random  House,  201  li.  SOth  St., 
New'iork,  N  Y.  10022 
.^46  pajtes,  $2"’. SO. 


Ken  AULETTA’S  own  favorite 
chapter  in  this  coUection  of 
New  Yorker  essays  on  the  pre¬ 
sent  and  future  information  systems 
and  their  captains  is  chapter  four,  “What 
Won’t  You  Do?” 

He  asked  the  question  of  such  media 
bigwigs  as  Rupert  Murdoch,  Michael 
Ovitz  (chairman  of  a  key  Hollywood  tal¬ 
ent  agency),  Michael  Eisner  (chairman 
of  Disney),  movie  director  Oliver  Stone, 
Gerald  Levin  (CEO  of  Time  Warner), 
and  others. 

Auletta  was  persistent.  “What  won’t 
you  do?” 

Answers  ranged  from  not  using  a 
convicted  felon  or  invading  the  privacy 
of  a  child  —  the  view  of  JohnTerenzio, 
former  executive  producer  of  A 
Current  Affair  —  to  Oliver  Stone,  who 
responded,  “You  can  do  anything  as 
long  as  you  do  it  well.  1  think  Hider 
would  make  a  great  movie.” 

The  chief  motivation,  despite  appeal 
to  artisdc  freedom,  appears  to  be  prof¬ 
its,  and  many,  appealing  to  the  First 
Amendment,  warned  of  any  kind  of 
censorship. 

A  curious  view  of  censorship  is 
offered  by  John  Landis,  who  directed 
13  films,  including  An  American 
Werewolf  in  London.  He  maintains 
that  thinking,  such  as  trying  to  antici- 

_  pate  audi- 

IcaH  ence  reac- 

YUJ  don,  has  the 

seeds  of  cen¬ 
sorship. 

Auletta, 
author  of 
two  earlier 
bestsellers. 
Three  Blind 
Mice  and 
Glory  on 
Wall  Street, 
sat  in  on  and 
taped  board 
meetings, 
reviewed 
minutes  and 


interviewed  in  depth  many  of  the 
cyber-age  corporate  characters  he  flesh¬ 
es  out  in  this  book. 

Profile  chapters,  which  chronicle 
the  roads  to  success  while  trying  to 
get  a  handle  on  ever-fleeting  trends  — 
are  offered  on  QVC’s  Barry  Diller, 
cable  kingpin  John  Malone,  Seagram’s 
Edgar  Bronfman  Jr.,  Viacom  chairman 
Sumner  Redstone,  Rupert  Murdoch  and 
others. 

Murdoch  trusted  Auletta  so  much 
that  he  opened  up  for  15  hours  of  tap¬ 
ing.  However,  Auletta’s  article  incurred 
the  wrath  of  Murdoch. 

“Murdoch  is  a  pirate,”  said  Auletta. 

“He  will  cunningly  circumvent  rules, 
and  sometime  principles,  to  get  his 
way.” 

Case  in  point,  says  Aulettta,  is 
Murdoch’s  “groveling”  to  China  in  order 
to  expand  in  Asia. 

Murdoch  dropped  the  controversial 
BBC  World  News  Service,  which  had 
investigated  the  sex  life  of  Chairman 
Mao,  from  his  Star  Network  in  China 
and  replaced  it  with  Chinese-language 
films. 

Auletta  quotes  Murdoch  as  saying: 
“The  truth  is  —  and  we  Americans 
don’t  like  to  admit  it  —  that  authoritari¬ 
an  countries  can  worit.” 

Auletta  saves  his  harshest  analysis 
for  Time  Warner,  which  he  seems  to 
regard  as  the  very  embodiment  of 
sleaze.  He  quotes  a  John  Leo  column 
in  U.S.  News  &  World  Report  which 
includes  comments  of  C.  DeLores 
Tlicker,  chairwoman  of  the  National 
Political  Congress  of  Black  Women, 
saying  Time  Warner  is  “one  of  the  great¬ 
est  perpetrators  of  this  cultural 
garbage.” 

Time  Warner  garbage,  says  Leo, 
includes  publishing  what  may  be  “the 
most  degrading  commercial  picture 
book  about  human  sexuality” 
(Madonna’s  “pom  book”),  cop-killing 
rap  music,  and  serial-killing  “fun”  movies 
such  as  Oliver  Stone’s  Natural  Bom 
Killers. 

Auletta  also  deals  with  “negative  syn¬ 
ergy,’  the  influence  of  the  policy  of 
new  mega-companies  on  news  divi¬ 
sions.  He  also  discusses  cyberspace 
developments  and  looming  problems. 

Auletta  is  communications  columnist 
for  the  New  Yorker  and  is  a  former 
political  columnist  for  the  New  York 
Daily  News. 


Masterpieces  . 
of  Reporting,  VoL  1 

\V  illiam  David  Sloan 
(Jicryl  S.  Wray,  editors 
Vision  Press,  PO.  Box  1106 
32.50  Mystic  Way 
Northport,  Ala.  354~6 
473  pages,  $24.95.  22.S  pages,  S  17.95. 


Alabama  university  journal¬ 
ism  professor  David  Sloan  is 
marching  ahead  with  his  pub¬ 
lishing  company.  Vision  Press,  with  a 
growing  list  of  titles.  Now  he  is  launch¬ 
ing  an  ambitious  three-volume  collec¬ 
tion  of  famous  and  representative 
reporting.  Although  he  does  not 
outline  the  scope  of  each  volume  or 
thematic  material,  the  first  volume 
proves  interesting  and  valuable.  He 
divides  his  selections  into  examples  of 
great  spot  news  writing,  narrative  writ¬ 
ing,  descriptive  writing,  profile  writing, 
investigative  writing  and  analytical  writ- 


The  introduction  and  the  precis 
before  each  entry,  as  they  try  to  relate 
the  selections  to  beginning  journalism 
101  classes,  seem  misguided.  Oversim¬ 
plification  detracts.  To  say  that  quotes 
and  details  are  needed  in  articles  is  not 
enough.  Considering  what  kind  of 
quotes  and  details,  with  specific  exam¬ 
ples  cited  from  the  selections,  would  be 
useful. 

But,  nevertheless  read  on  in  the  great 
literature  of  news  journalism.  Selections 
range  from  Henry  Morton  Stanley’s 
account  of  finding  the  evasive  Dr. 
Livingstone  in  the  jungle  (New  York 
Herald,  Aug.  10, 1872)  to  David 
Maraniss’ “Roots  of  Clinton’s  Faith  Deep, 
Varied”  (Washington  Fbsf, June  29, 


1992). 

There  are  also 
articles  by  Richard 
Harding  Davis, 
Ernest  Heming¬ 
way,  Ernie  Pyle, 
Nellie  Bly, 
Grantland  Rice, 
Walter  Winchell, 
Alexander 
Woollcott, 
Georgie  Anne 
Geyer,  Bob 
Considine,  and 
others. 


Masterpieces 


VOlUVtt  I 


Hm.  i^vid  snan 
f  Hem  s. 
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Hit  the  Bulls  Eye  With 
Scarborough  Research! 


At  Scarborough  we  give  newspapers  the  ammunition 
they  need  to  maximize  advertising  revenues  through  effective 
advertising  sales.  Our  annual  study  of  60  markets  (including  the 
top  56  DMAs)  not  only  measures  a  variety  of  demographic, 
lifestyle,  and  national/local  retail  information,  but  also  the 
usage  of  competitive  media-TV,  Radio,  Cable, 

Yellow  Pages,  Direct  Mail,  Online  Services,  and  Outdoor. 
Scarborough  Research  is  the  most 
comprehensive  source  of  local  market 
consumer  and  media  information. 

Visit  Scarborough  Research  at  the  NAA  Marketing  Conference 
at  the  San  Francisco  Hilton  and  Towers. 

For  more  information  caii: 


Steve  Seraita 
John  Timberlake 
Gary  Meo 
Natalie  Karaban 
Julie  O'Donnell 


Senior  Vice  President,  Print  Media 
Senior  Vice  President  Print,  Eastern  Print  Sales 
Vice  President  Print  Sales,  Western  Print  Sales 
Marketing  Manager 
Research  Analyst 
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BY  JO  ELLEN  MEYERS  SHARP 

New 

Focus: 

Brand 

Loyalty 

Emphasis  on  branding  to  loyal 
readers  seeks  7  want  my  MTV 
feeling'  for  newspapers 


Newspapers  are  in  the  throes  of  seif 
analysis,  examining  who  they  are, 
what  they  do  and  how  they  differ 
from  such  competing  information 
sources  as  television  and  the  Internet. 

As  newspapers  search  for  their 
identity  in  a  rapidl)'  evolving  media  landscape,  news¬ 
paper  researchers  have  their  communities  on  the 
couch,  too,  to  analyze  community  self  image,  demo¬ 
graphics,  habits,  needs  and  preferences  —  of  read¬ 
ers  and  nonreaders. 

At  the  same  time,  advertisers  are  examining  more 
closely  where  they  spend  their  money  and  are 
demanding  a  better  accounting  of  who,  in  fact, 
receives  the  marketing  messages  they  pay  media 
outlets  so  dearly  to  deliver. 

“What  it  comes  down  to  is  that  understanding 
the  customers,  being  responsive  to  their  needs  and 
finding  new  ways  to  appeal  to  them  are  being  dri¬ 
ven  by  competition,”  said  Willis  Duff,  an  audience 
research  and  development  specialist  at  Media  Advi¬ 
sors  International  in  Dallas. 

It  may  sound  matter  of  feet,  but  the  branding  “ 
process  is  changing  how  newspapers  maricet  them-  § 
selves  to  readers  and  advertisers,  and  how  they  ^ 
serve  both  customer  groups.  S 

“The  thinking  has  changed  drastically,  and  this  is  ^ 

U 

_  (/i 

Sharp  is  a  business  reporter  at  the  Indianapolis  2 
Star.  tii 


28M  Editor  &  Publisher 


i 

i 


the  action  catching  up  with  the  thinking,”  said 
William  L.  Poliak,  vice  president  of  circulation  for 
the  Neu’  York  Times. 

QUALITY  OVER  QUANTITY 

Newspapers  have  begun  to  realize  they  can  no 
longer  spend  millions  of  dollars  to  bring  in  new 
readers,  often  through  price<utting  promotions, 
when  many  of  them  soon  drift  away. 

“We  can’t  afford  to  call  everyone  in  our  market 
six  times  a  year  these  days  and  offer  them  a  50  per¬ 
cent  cut  in  a  subscription.  We’re  not  getting  away 
from  discounts,  but  they’re  not  the  first  step,”  Poliak 
said.  “We’ve  learned  our  focus  now  has  to  be  on 
retention,  particularly  the  retention  of  loyal  cus¬ 
tomers.” 

Earlier  this  year,  the  Times  launched  an  extensive 
national  advertising  campaign  to  reinforce  to  exist¬ 
ing  readers  the  value  of  its  brand. 

“It  takes  what  we  heard  from  loyal  readers  and 
speaks  to  them  about  why  they  are  loyal,”  he  said. 

“We’re  learning 

niore  and  more  ‘*Researcb  hus  clearlv 

about  our  loyal 

customers  and  we  d(^lflOHStt’Clt€Ci  thclt  loycil 

them*^^*^^^  shop  more,  buy 

Unlike  other  move  and  act  more  in 


niore  and  more  ‘^Research  hus  cleart 

about  our  loyal 

customers  and  we  demonstrated  that  Ic 

them*^^*^^^  shop  more,  t 

Unlike  other  motv  and  act  more  i 
promotional  mes-  qt  things  advertised 

ads  display  its  Web  to  a  mticb  higher  degree 

address,  not  a  toll-  fhatl  thoSe  WhO  Chum” 
free  phone  num¬ 
ber,  he  said. 

“Fascinating  research  has  clearly  demonstrated 
that  loyal  readers  shop  more,  buy  more  and  act 
more  in  terms  of  things  advertised  to  a  much  higher 
degree  than  those  who  chum,”  Poliak  said. 

For  the  Times,  those  readers  aren’t  all  in  New 
York,  either.  More  and  more  are  clustered  in  major 
cities  throughout  the  country.  To  reach  them  daily, 
the  Times  contracts  with  other  newspapers,  includ¬ 
ing  the  Chicago  Tribune,  to  deliver  the  Times  to 
subscribers  in  those  areas. 

“National  advertisers  are  a  big  part  of  the  busi¬ 
ness,  and  they  want  to  reach  loyal  readers,  even  if 
they  live  in  Colorado  Springs  or  Boulder,”  Poliak 
said. 

He  thinks  such  distribution  arrangements  will 
increase  as  newspapers  continue  to  define  their 
niches,  build  targeted  audiences  and  hone  their 
products. 

STRATEGY  BY  MARKET 

Thee  Times  and  dozens  of  other  newspapers 
have  shifted  gears,  de-emphasizing  big  circulation 
numbers  in  fevor  of  bolstering  the  quality  of  read¬ 
ers.  The  trend  is  a  reaction  to  a  lesson  learned  the 
hard  way  over  the  years:  Many  readers  attracted  by 
promotions  drop  the  paper  as  soon  as  their  dis¬ 
counted  subscription  runs  out. 

Denver,  however,  is  one  city  where  promotions 
remain  a  vital  tactic  —  part  of  an  all-out  newspaper 
war  for  readers  and  advertisers. 
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“Price  is  a  com¬ 
petitive  issue  here 
that  doesn’t  exist 
in  other  markets,” 
said  Linda  Sease, 
vice  president  of 
marketing  and 
public  relations  at 
the  Rocky  Moun¬ 
tain  News. 

Right  now,  daily 
editions  of  the 
News  and  the  com¬ 
peting  Denier  Post 
sell  for  25t  or  35t 
on  newsstands,  and 
readers  can  pick 
up  either  paper’s 
300-page  Sunday 
edition  for  just  50<t. 

Circulation 
prices  are  based 
“on  what  the  mar¬ 
ket  will  bear,”  she 
said.  “Subscription  offers  are  all  over  the 
map,  but  we  aggressively  market  to  con¬ 
sumers,  and  for  advertisers  as  well.” 

The  Neu’s,  however,  gave  up  about 
30,000  in  daily  circulation  sales  in  1S)S>6 
when  the  E.W.  Scripps  Co.  paper 
stopped  carrier  delivery  outside  the  15- 
county  Denver  metropolitan  area, 
according  to  a  June  23  article  in  the  Den¬ 
ver  Business  Journal.  As  a  result,  daily 
circulation  has  dropped  5.3%,  while  Sun¬ 
day  circulation  has  grown  6.9%. 

Colorado’s  mountainous  topography 
presents  “a  transportation  challenge”  in 
that  it  can  take  seven  hours  for  a  truck  to 


reach  a  town  200  miles,  espe¬ 
cially  in  bad  weather,  Sease 
said. 

The  1 5-county  region 
became  the  paper’s  primar}' 
target  because  it  is  geographi¬ 
cally  accessible  for  newspa¬ 
per  delivery,  and  it  includes 
the  people  advertisers  most 
want  to  reach,  she  said. 

As  a  way  to  build  circula¬ 
tion  in  its  core  market,  the 
Neu's  has  identified  newcom¬ 
ers  to  the  Denver  area  as  a 
source  of  growth. 

“We  want  to  be  there  first,” 
Sease  said.  “We  have  a  higher 
percentage  of  success  when 
we  become  acclimated  into 
their  habits.” 

During  the  last  10  years, 
since  passing  from  Times  Mir¬ 
ror  Co.  to  MediaNews  Group 
Inc.,  the  Denver  Post's  circula¬ 
tion  has  increased  more  than  55%  week¬ 
days  and  18%  percent  Sundays,  the  Den¬ 
ver  Business  Journal  said. 

“We  believe  the  state  is  our  market¬ 
place  in  terms  of  total  circulation 
growth,”  said  Tom  Botelho,  vice  president 
of  mariceting  at  the  Post.  “But  Denver  is 
the  focal  point  of  the  state  and  the 
region.  Everything  is  tied  to  Denver  — 
business,  entertainment,  shopping  and  a 
political  perspective.” 

The  Post  also  has  focused  on  circula¬ 
tion  in  the  Denver  metropolitan  area,  but 
not  just  on  marginal  or  risky  readers.  It 
wants  them  all,  Botelho  said. 


“Building  brand  loyalty  is  the  key.  Will 
every  reader  give  me  a  payback  or  a  pre¬ 
mium  for  bringing  them  in?  That’s  why 
you  need  a  retention  plan  to  keep  them. 
You  can’t  have  a  newspaper  without 
readers,”  he  said. 

Whatever  the  message,  “you  can’t  just 
do  it  one  time,”  the  News’  Sease  said. 
“Ever>’  day  there’s  something  new  luring 
readers  away,  whether  it’s  a  magazine  or 
the  Internet.  We  are  not  entitled  to  the 
readers.  We  have  to  earn  their  trust  and 
loyalty.” 

OCCASIONAL  TACTICS 

Instead  of  giving  up  on  (x:casional,  or 
sporadic,  readers,  some  newspapers 
have  begun  to  hone  editorial  products 
just  for  them,  said  Kimberly  J.  Parker, 
vice  president  of  advertising  and  market¬ 
ing  at  Indianapolis  Newspapers  Inc.,  the 
unit  of  Central  Newspapers  Inc.  that 
publishes  the  Indianapolis  Star  and 
Indianapolis  News. 

Whether  geographically  zoned  news 
editions,  special  feature  sections  or  niche 
publications  on  parenting  or  health,  tar¬ 
geted  content  is  intended  to  build  read¬ 
ership  by  responding  to  particular  needs 
of  marketing  segments,  she  said. 

“We  want  to  satisfy  the  occasional 
readers  and  turn  them  into  frequent 
readers.  We  want  to  sell  the  newspapers 
to  people  who  will  be  lifetime  newspa¬ 
per  subscribers,”  Parker  said. 

Niche  publications  also  satisfy  adver¬ 
tiser’s  needs  to  focus  their  messages 
narrowly,  meaning  cost  effectively,  to  the 
(See  Brand  Loyalty  on  page  44M) 


"We  can't  afford  to  call 
everyone  in  our  market  six 
times  a  year  these  days  and 
offer  them  a  50  percent  cut  in 
a  subscription." 

—  William  L.  Poliak, 
vice  president  of  circulation, 
New  York  Times 


Newsletter  Tightens  Links  To  Readers 


SOME  2,000  OF  the  Neu'  York  Times'  600,000  national 
home  delivery  subscribers  have  written  letters  of  appre¬ 
ciation  about  Inside  the  Neu’  York  Times,  the  newsletter 
exclusively  for  them. 

“We’re  totally  overwhelmed  by  the  response,”  said  Alyse 
Myers,  vice  president  of  promotions,  whose  35-member 
department  produced  the  first  issue  last  March. 

The  newsletter  explains  the  newspaper  to  subscribers 
and  builds  on  the  $20  million  “Expect  The  World”  ad  cam¬ 
paign,  begun  in  February'. 

One  Milwaukee  letter  writer  likened  the  newsletter  to 
being  invited  inside  someone’s  home.  Another  said  the 
behind-the-scenes  publication  was  “very  humanizing”  and 
put  faces  on  Times  writers.  A  third  reader  described  it  as  a 
much-needed  voice. 

The  idea  resulted  from  focus  groups  involving  hundreds 
of  its  home  delivery  subscribers. 

“It  obviously  fills  a  need  that  people  have,”  said  Myers. 
“We’ve  always  respected  our  reader,  and  now  even  more 


so.  That  was  the  genesis  of  the  newsletter:  How  can  we 
have  a  conversation  with  our  readers?  We  wanted  to  give 
them  information  they  couldn’t  get  anywhere  else,  that 
would  bring  us  closer  together.” 

The  first  issue  included  frequently  asked  questions 
(FAQs)  about  home  delivery,  a  directoiy'  of  phone  and  fex 
numbers,  “Times  Trivia,”  items  promoting  the  paper’s  Web 
site,  and  a  contest  offering  copies  of  a  book  about  the 
Times  to  the  first  150  respondents. 

But  the  staff  profiles  drew  the  greatest  response,  said 
Myers.  Features  covered  theater  critic  Ben  Brantley, 
national  desk  editor  Dean  Baquet,  chief  obit  writer  Robert 
McG.  Thomas  Jr.,  and  reporter  John  Bums,  who  won  a 
1997  Pultizer  Prize. 

The  next  issue  of  the  quarterly  publication  is  scheduled 
for  September  and  will  feature  columnist  Maureen  Dowd, 
who  writes  about  Washington’s  movers  and  shakers, 
because  “98%  wrote  to  tell  us  they  wanted  to  know  more 
about  her,”  Myers  said.  —  Dori  Perrucci 
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Is  the  production  of  a 
weekly  non-subscriber  1 
vehicle  gobbling  up  your 
time  and  resources? 

Let  US/Express  provide 
your  audience  and  advertisers 
with  a  superior  editorial 
product,  while  slimming 
down  your  labor,  salary  and 
production  commitments. 

With  US/Express,  you’ll  have 
room  for  dessert:  a  more 
profitable  bottom  line. 

Here’s  why 

US/Express  is 
the  cost-effective  choice  of 
more  newspapers: 

I  Our  hassle-free  package 
contains  outstanding  lifestyle 
and  entertainment  coverage — 
with  a  fully  paginated, 
completely  modular  design. 

■  We  reach  out  to 
non-subscribers  with  fresh, 
engaging  material  and  a 
visually  exciting  style. 


Let  US/Express  take  a  big  bite 
out  of  your  TMC  workload 


■  Attention-getting 
adjacencies  and  an  upscale 
audience  provide 
advertisers  with  an  ideal 


ii  JLuuA 


environment. 


B  Our  variety  and  flexibility 
are  unsurpassed — Use 
US/Express  as  a  features 
section  or  an  advertising  wrap 
within  your  paper  or  as  a 
market  saturation  TMC. 

If  you  want  less  on  your  plate — 
plus  a  whole  lot  more!  — 
contact  Elizabeth  Owens-Schiele 
at  1-800-245-6536  for  a  helping 
of  US/Express. 


Trbune  Meda  Services 

436  N  MtCHIGAN  AVE.,  STE.  1500 

CHICAQO,  H.  00611 

312^222-4444 

800/245-6530 

ima^tribunt^eom 

h(lp://ii«ww.trnt.uft-qprMsxofn 
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STAR 


Chun  OK&£lections 


The  old  Minneapolis  Star  and  Tribune,  top,  before  the  paper's  ‘Metro  Strategy'  in  1987 
created  the  Star  Tribune,  Newspaper  of  the  Twin  Cities,  bottom 
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"For  us,  the  strategy  did  start 
out  as  primarily  geographic. 

Now  the  question  is,  'How  do  you 
position  yourself  as  a  portfolio 
company?'" 

—  Chris  Mahai,  sr.  v.p.  & 
g.m./markets  &  products. 
Star  Tribune 


Storm  packs  wet  wallop 


HongKoi^ 
protest  is 


BY  MARK  FITZGERALD 
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Minneapolis 

Edition 


Starlflbune 

NEWSPAPER  OP  1HE  TWIN  CITIES 


Branding 


BOUT  A  YEAR  ago,  the  Sun- 
Sentinel  quietly  added  the 
identifier  South  Florida  to 
its  flag. 

“We  haven’t  changed  the 
name  of  the  paper. . . .  It’s 
just  in  very  thin  Sun-Sentinel  direc¬ 
tor  of  marketing  James  Smith  said.  “It 
hardly  qualifies  as  a  change  in  brand. . . . 
We  didn’t  do  any  local  promotion  or 
announce  it  in  a  press  release.  It  was  a 
nonevent.” 

Yet  the  Tribune  Co.-owned  paper  sees 
some  important  advantages  to  the  South 
Florida  ID.  For  one  thing,  Smith  says,  it 
tells  out-of-town  ad  buyers  and  readers 
that  the  Sun-Sentinel  serves  a  market  fir 
wider  than  Fort  Lauderdale. 

Indeed,  the  desire  to  use  a  broader 
geographic  identifier  as  a  way  of  staking 
out  a  bigger  market  is  undergoing  some¬ 
thing  of  a  revival  these  days.  Where 
papers  once  dropped  city  or  regional 
identifiers  as  a  way  to  move  beyond  their 


Star  Tribune's  Twin  Cities 
strategy  still  sparkles, 
as  papers  expand 
geographic  identities 

traditional  markets,  the  increasing  inter¬ 
est  in  branding  generally  has  papers  tak¬ 
ing  a  look  at  adding  geographic  identi¬ 
fiers. 

There  are  some  precedents:  In  Florida 
alone.  Today  in  Cocoa  Beach  trans¬ 
formed  itself  into  Florida  Today.  The 
Playground  Daily  News  in  Fort  Walton 
Beach  became  the  Northwest  Florida 
Daily  News.  The  Daily  Breeze  became 
the  Cape  Coral  Daily  Breeze.  And  the 
West  Palm  Beach  Post  became  the  Palm 
Beach  Post  —  without  budging  from 
2751  Dixie  Highway. 


In  another  example,  farther  up  the 
Atlantic  seaboard,  the  Herald-News  in 
Passaic,  N.J.,  is  now  the  North  Jersey  Her¬ 
ald  &  News. 

But  the  biggest  and  most  audacious  of 
these  branding  transformations  occurred 
10  years  ago  next  month  when  the  Min¬ 
neapolis  Star  Tribune  became  the  Star 
Tribune,  Newspaper  of  the  Twin  Cities. 

“At  the  time,  we  didn’t  think  a  lot 
about  that  as  a  branding  strategy  — 
although  it  clearly  was,”  said  Chris  Mahai, 
senior  vice  president  and  general  man¬ 
ager/markets  and  products. 

Mahai  was  elsewhere  when  the  Metro 
Strategy;  as  it  was  called  inside  the  paper, 
was  launched  in  August  1987,  but  she 
has  seen  the  results. 

“If  it’s  measured  by  how  well  it  serves 
our  consumers  or  our  marketers,  we 
think  that  we’ve  been  successful  with  it,” 
Mahai  said. 

Indeed,  the  most  dramatic  payoff  came 
feirly  recently:  a  jump  in  advertising  fol- 
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1997  MARKETING  EXCELLENCE  AWARD  WINNERS 


Charlotte  Aaron 

Mike  Castillo 

Sylvia  Chavez  Sitters 
Director  of  Marketing 

Mike  Danieli 

Classified  Adv.  Mgr. 

Systems  Manager 

Display  Advertising  Mgr. 

San  Antonio  Express-News 

Laredo  Morning  Times 

and  New  Media 

San  Antonio  Express-News 

Albany  Times  Union 

AJ.  Kramer 
Circulation  Sales 
Development  Mgr. 
San  Francisco 
Newspaper  Agency 


Shelly  Lehto 
Art  Director 

Midland  Reporter-Telegram 


Betty  Noor  Ressie  Pate 

Outside  Sales  Mgr.  &  Operations  Direct  Marketing 


Mgr.,  Classified  Adv. 
San  Francisco 
Newspaper  Agency 


Coordinator 
Houston  Chronicle 


Kevin  Prior 

Art  Raymond 

Jan  Stoeckle 

Vicki  M.  Stout 

New  Project  Devel.  Mgr. 
Midland  Daily  News 

Director  of  Info.  Tech. 

Circulation  Director 

Advertising  Consultant 
Associatea  Publishing 
Company 

Albany  Times  Union 

Huron  Daily  Tribune 

andy  Wenu  Sara  Wilson  Gordon  Zeigler  I997  Marketing 


Advertising  Sales  Specialty  Publications  Mgr.  Texasonline  Mgr. 

EdwardsviUe  Intelligencer  i  Beaumont  Enterprise  Plainview  Daily  E 


Beaumont  Enterprise 


ooraon  z.eigier 
Texasonline  Mgr. 
Plainview  Daily  Herald 


Excellence  Award 


At  Hearst  Newspapers,  we  bring  nourishment  to  our  communities  every  day  by  providing 
readers  with  journalism  of  distinction  and  offering  advertisers  sales  effectiveness.  But 
these  accomplishments  could  not  be  possible  without  a  healthy  revenue  base.  We  congrat¬ 
ulate  all  our  staffers  for  achieving  new  total  revenue  records  in  each  of  the  last  five  years, 
and  give  special  recognition  to  the  professionals  shown  here.  These  are  the  1997  winners 
of  the  Marketing  Excellence  Award.  We  appreciate  their  outstanding 
individual  contributions  to  the  continuing  success  of  Hearst  Newspapers.  Hearst  Newspapers 
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lowing  the  opening  a  few  years  ago  of 
the  giant  Mall  of  America. 

“lliat’s  when  Federated  and  Nord- 
stntm  came  into  the  market.  It’s  when 
Circuit  City  came  into  town. . . .  And  we 
were  able  to  introduce  ourselves  as  the 
way  to  market  to  the  Twin  Cities,”  Mahai 
said.  “If  you  look  at  ad  growth  before  and 
after  Mall  of  America,  it’s  really  doubled.” 

“Absolutely,”  she  said,  “an  important 
part  of  what  we  were  doing  was  saying. 


Tloe  desire  to  use  a 
broader  geographic 
identifier  as  a  way 
of  staking  out  a 
bigger  market  is 
undergoing  something  of 
a  revival  these  days 
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Classified  sales  being  pulled  away?  We've  got  the  power  to  bring  them  back. 

Celebro  Advertising  Solutions.  Your  direct  link  to  retaining  major  advertisers 
and  gaining  market  share.  Celebro  enables  your  newspaper  to  use  today's  tech¬ 
nology  to  beat  competitors  at  their  own  game.  It’s  the  all-in-one  solution  your 
classified  customers  need  and  want. 

To  learn  more,  call  us  at  1-800-801-3771.  Because  if 
you're  losing  market  share,  you  can’t  afford  to  look  the  O 

other  way.  Look  to  Celebro  and  look  like  a  hero  instead.  kESSSBESSSSSH 
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‘You’ve  got  to  look  at  this  as  one  place.’  ” 
From  the  start,  the  strategy’s  key  was 
treating  the  Twin  Cities  as  a  single  met¬ 
ropolitan  area,  despite  the  supposed  con¬ 
trasts  —  often  exaggerated  locally  — 
between  sophisticated  Minneapolis  and 
family-oriented,  blue-collar  St.  Raul. 

“Minneapolis  and  St.  Paul  were  always 
treated  as  two  markets,  but  if  you  look  at 
the  way  people  live,  work  and  shop,  it’s 
really’  one  metro,”  Mahai  said. 

That’s  what  the  federal  government 
says,  too:  The  Minneapolis/St.  Paul  met¬ 
ropolitan  statistical  area  sprawls  across 
13  counties  and  is  a  cultural  and  business 
lodestar  in  a  region  that  stretches  from 
Wisconsin  to  South  Dakota.  The  metro¬ 
politan  area  alone  accounts  for  57%  of 
Minnesota’s  population. 

At  the  time  of  the  Metro  Strategy,  Star 
Tribune  marketers  also  noted  other  links 
between  Minneapolis  and  St.  Paul:  Their 
downtowns  are  just  10  miles  apart,  and 
both  municipalities  are  engirded  by  a 
common  freeway  sy'stem. 

However,  the  Star  Tribune  strategy 
acknowledged  that  each  city  had  its  own 
dominance. 

“There  are  Minneapolis<entric  people 
and  St.  Paul-centric  people,  and  then 
there  is  a  whole  group  that  you  might,  for 
lack  of  a  better  term,  call  ‘cosmopolitans,’ 
people  who  live,  work  and  shop  all  over 
the  metro  area  but  tend  to  identify  with 
the  Twin  Cities  as  a  whole,”  Mahai  said. 

There  was  no  expectation  that  the 
strategy  would  knock  out  Knight-Rid- 
der’s  St.  Paul  Pioneer  Ptess,  she  said.  In 
fact,  over  the  decade,  Pioneer  Press  daily 
circulation  increased  from  193,075  to 
202,922  while  Star  Tribune  daily  circula¬ 
tion  decreased  from  389,410  to  345,054, 
measured  on  a  Thursday  through  Satur¬ 
day  average. 

“Our  focus  was  not  on  those  people 
who  identified  strongly  with  St.  Paul.  It 
was  on  the  growing  chunk  of  people 
who  viewed  themselves  as  more  cos¬ 
mopolitan,”  Mahai  said. 

The  Star  Tribune  has  focused  on 
metro  circulation  gains  and  circulation 
quality.  Over  the  decade,  its  metro  circu¬ 
lation  is  up  8.6%  weekdays  and  20%  on 
Sundays  —  at  a  time  when  both  mea¬ 
sures  arc  trending  down  nationally.  At  an 
average  673,264  circulation,  its  Sunday 
paper  is  the  12th  biggest  in  the  nation 
and  has  more  than  twice  the  Pioneer 
Press’  264,736,  according  to  the  most  re¬ 
cent  Audit  Bureau  of  Circulations  figures. 

The  Star  Tribune  also  has  enviable 
subscriber  loyalty:  86%  have  taken  the 
paper  for  more  than  a  year,  60%  for  more 
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than  five  years,  and  at  any  given  time, 
89%  are  paying  full  rates,  the  Star  Tri¬ 
bune  says.  Meanwhile,  Sunday  penetra¬ 
tion  is  number  one  among  competitors 
in  two-paper  markets. 

The  newspaper  also  rates  the  strategy 
an  advertising  success.  “Our  question  at 
the  time  of  the  Metro  Strategy  was,‘lf  we 
change  the  perception  of  us  being  a  Min¬ 
neapolis  newspaper,  would  we  be  in  a 
better  position  to  be  the  primary  buy  for 
the  whole  market?’  ”  Mahai  said. 

The  Mall  of  America  opening 
answered  the  question.  Since  the  mall 
opened  in  nearby  Bloomington,  “for 
many  of  these  retailers,  we  are  their  first 
or  primary  advertising  buy,”  Mahai  said. 

It  also  worked  as  a  branding  strategy, 
Mahai  said.  Brand  research  for  the  last 
three  years  found  the  Star  Tribune  brand 
“very  strong.  People  relate  to  it  for  com¬ 
prehensiveness,  timeliness  and  useful¬ 
ness,”  she  said. 

But  even  as  the  Star  Tribune  marks 
the  Metro  Strategy’s  10th  anniversary,  it  is 
looking  beyond  geographic  identifiers. 
While  it  retains  the  Newspaper  of  the 
Twin  Cities  name,  it  has  a  new  slogan; 

Don’t  Calllt  | 
Fort  Lauderdale 

LET’S  GEl’  ONE  thing  straight; 

There  never  was  a  Fort  Laud¬ 
erdale  Sun-Sentinel. 

When  the  Sun-Sentinel  added 
South  Florida  to  its  flag,  it  was  not 
only  making  a  statement  about  the 
market  it  serves  —  it  was  correcting 
a  misnomer  that  was  common  even 
inside  the  newspaper  industry. 

When  the  Sun-Sentinel  —  no 
given  geographic  name  —  was  cre¬ 
ated  in  i960  as  a  morning  sister 
paper  to  the  then-flagship  afternoon 
Fort  Lauderdale  News,  it  did  not 
circulate  in  Fort  Lauderdale,  but  in 
northern  Broward  and  Palm  Beach 
counties. 

“In  its  infancy,  a  place  name  was 
difficult,”  said  James  Smith,  the  Sun- 
Sentinefs  director  of  maiketing. 

“And  as  it  grew,  it  took  in  more 
places  and  a  geographic  designation 
became  ever  more  problematic.  So 
when  the  Fort  Lauderdale  News 
folded  in  1992,Tribune  Co.  opted 
for  the  simple  name  Sun-Sentinel. 

“It  was  inappropriate  to  call  it  the 
Fort  Lauderdale  anything,”  Smith 
said.  —  Mark  Fitzgerald 


“Star  Tribune.  It’s  where  you  live.” 

The  intent  is  to  present  the  paper  as  a 
“portfolio  company,”  Mahai  says,  “serving 
readers  and  marketers  with  mass  and 
niche  print  pnxlucts,  digital  products 
and  related  information  products  and 
services.”  So  beyond  the  daily  paper,  and 
the  nonsubscriber  TCXtra,  Ae  Star  Tri¬ 
bune  publishes  specialty  print  products 
ranging  from  Real  Estate  Extra  to  Min¬ 
nesota  Golfing  Insider.  In  the 


technophilic  Twin  Cities,  it  offers  an 
Internet  network  including  the  Star  Tri¬ 
bune  Online  Web  site,  the  FreeTime  arts 
and  entertainment  city  guide,  and  Work 
Avenue.com,  an  online  recruitment  site. 

“For  us,  the  strategy’  did  start  out  as  pri¬ 
marily  geographic.”  Mahai  said.  “Now  the 
question  is,  ‘How  do  you  position  your¬ 
self  as  a  portfolio  company?’  And  that’s 
where  ‘Star  Tribune.  It’s  where  you  live’ 
comes  in.” 
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Follow 
The  Money 


Mutual  funds  and  bro¬ 
kerages  spent  a  record 
$255.4  million  on  news¬ 
paper  ads  in  the  nation’s 
50  biggest  markets  last 
year  —  leaving  big  pa¬ 
pers  scrambling  to  handle  the  growing 
category  and  small  papers  scurrying  for  a 
piece. 

After  tapering  off  in  1995,  ad  spending 
by  mutual  funds  and  brokerages  surged 
54.7%  in  newspapers  in  the  top  50  mar¬ 
kets,  compared  with  48.2%  more  in  all 
media,  according  to  estimates  by  Com¬ 
petitive  Media  Reporting,  the  New  York- 


Del  Moro  is  a  freelance  writer  in 
Pequannock,  NJ. 


outsource  it 


Juggling  varied  schedules. 
Managing  uneven  workflow. 
Eliminating  excessive  ad  rework. 
Reducing  costs. 

It’s  our  job. 

(And  we’re  really  good  at  it.) 

1.888.503.^400 
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Bull  markets 
generate  windfall 
of  financial 
services  ads 


based  ad  monitoring  service. 

In  newspapers,  a  slim  majority  of  the 
financial  services  ads  went  to  national 
papers  in  1995,  but  by  1996,  national 
papers  had  grown  to  capture  more  than 
four  of  every  five  dollars  spent  by  financial 
services  companies  on  newspapers  in 
the  50  biggest  markets,  CMR  estimates 
show. 

Newspapers  First,  the  ad  sales  net¬ 
work  representing  22  major  papers, 
posted  a  74%  increase  in  mutual  fund  ad 
sales  last  year,  “and  it’s  an  especially 
important  category  for  us,”  says  Joseph 
Maschio,  senior  vice  president. 

While  the  financial  services  category 
overall  is  also  strong,  Maschio  attributes 
the  growth  in  mutual  fund  ad  spending 
to  the  fact  that  the  industry  has  mush¬ 
roomed,  leaving  more  than  5,000  funds 
now  competing  for  investors’  money. 

The  increased  spending  to  market 
financial  services  is  hardly  surprising, 
considering  that 
total  mutual  fund 
assets  —  new 
cash  influxes  plus 
increases  in  exist¬ 
ing  assets  —  grew 
by  $719.9  billion, 
or  25.5%,  last  year, 
according  to  the 
Investment  Com¬ 
pany  Institute. 

“The  funds  are 
try  ing  to  maintain 
their  individual 
brand  name  rather 
than  being  sold  by 
a  discount  broker,” 

Maschio  says, 
adding  that  fund 
managers  such  as 


Fidelity  or  Vanguard  typically  use  News¬ 
papers  First  to  buy  ads  in  papers  in  the 
top  10  or  20  U.S.  markets. 

Financial  services  is  one  of  several 
strong  ad  categories  lately,  network  ad 
sales  executives  say.  Others  include 
drugs  and  remedies;  telecommunica¬ 
tions;  health  care;  computer  hardware  and 
software;  and  home  office  equipment. 

At  the  Houston  Chronicle,  director  of 
advertising  Lynne  Cook  reports  that  the 
financial  category  doubled  to  over  $1 
million  last  year.  So  far,  she  said,  1997  is 
on  track  to  increase  75%  over  1996. 

To  handle  the  growth,  advertising  and 
editorial  departments  are  responding. 

National  account  executive  Michael 
Dawes  says  he  has  narrowed  his  account 
list  to  focus  exclusively  on  financial 
clients,  and  the  Chronicle  has  hired  an 
assistant  to  support  the  staff  of  seven  reps 
who  call  on  large  financial  accounts.  “I’ve 
certainly  devoted  more  of  my  time  and 
energy  to  this  category,”  Dawes  said. 

Changes  to  accommodate  increased 
reader  and  advertiser  interest  in  personal 
investing  include  a  recent  30-page  spe¬ 
cial  section  devoted  to  personal  finance, 
and  plans  call  for  more  special  sections 
and  more  financial  articles  in  the  regular 
Monday  business  section,  which  already 
is  heavy  on  home  mortgages,  invest¬ 
ments  and  other  personal  finance  stories. 
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kerage  firms,  but  little  from  the  big 
investment  companies. 


TIDE  LIFTS  SMALL,  TOO 

“There’s  been  quite  a  large  increase  in 
individual  brokerage  firms  here  in  town 
running  ads  for  mutual  funds,  401(k)s 
and  retirement  plans,  though  we  haven’t 
seen  ads  from  the  Fidelity-type  compa¬ 
nies,”  reports  Steve  Ellis,  display  advertis¬ 
ing  manager  at  the  Kalamazoo  Gazette 
in  Michigan. 

Local  advertisers  take  advantage  of  the 
newspaper’s  island  ads  —  suirounded  by 
agate  —  “because  the  brokers  like  to  be 
right  in  the  middle  of  the  stock  pages,” 
Ellis  says,  adding  that  island  positions 
“have  really  taken  off  in  the  past  year  or 
so.”  The  paper  runs  five  or  six  on  a  given 
Sunday,  and  most  promote  mutual  funds. 

Ken  Carpenter,  advertising  director 
for  the  News  Herald  in  Panama  City, 
Fla.,  says  mutual  fund  advertising  has 
doubled  since  he  joined  the  paper  two 
years  ago,  but  the  financial  category’s 
contribution  remains  stable  at  about 
10%  of  total  ad  revenue,  and  ad  staffing 

(See  Financial  Boom  on  page  43M) 
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“A  lot  of  people  realize 
that  the  baby  boomers 
are  going  to  do  for  the 
investment  business  in 
the  VOs  what  they  did  for 
the  beer  business  during 
the  ’60s  and  ’70s” 


For  its  part,  the  advertising  depart¬ 
ment  is  planning  a  seminar  later  this  year 
at  which  representatives  from  brokerage 
firms  will  discuss  investment  strategies 
and  retirement  planning. 

Allen  Walters,  vice  president  of  adver¬ 
tising  at  the  Denver  Post,  says  the  paper 
has  experienced  growth  in  the  financial 
ad  category  —  despite  consolidations  that 
have  actually  shrunk  the  local  account 
base  —  but  declined  to  give  figures. 

He  says  the  Post  plans  to  aggressively 
cultivate  the  category  —  on  the  theory 
that  mutual  funds  need  to  promote  their 
brands  because  employees  are  exercising 
more  control  than  ever  over  where  to 
invest  their  401(k)  funds. 


BASEVIEW'S 
PAGINATION  IS  #1 


GAINS  UNEVEN 

Not  every  large  newspaper  reports 
glowing  results  in  financial  services.  The 
Providence  Journal,  for  example,  gener¬ 
ates  less  than  $20,000  a  month  from  the 
category,  mostly  from  local  brokers  that 
are  developing  a  growing  business  in 
mutual  funds,  according  to  Bill  Barry, 
director  of  professional  services. 

“We  haven’t  seen  an  increase  in 
mutual  fund  advertising,  but  we  are  try¬ 
ing  to  create  a  better  atmosphere  for  it,” 
Barry  says.  That  includes  restructuring  ad 
rates  and  tentative  plans  for  news  sec¬ 
tions.  Further,  the  ad  staff  was  over¬ 
hauled  last  year,  and  the  paper  has  been 
hiring  salespeople  equipped  to  converse 
in  financial  jargon  when  calling  on  big 
brokerage  firms. 

“This  is  one  of  our  strategies  and  tac¬ 
tics  for  1997,”  Barry  says.  “We’re  trying  to 
make  Rhode  Island  a  better  buy  for 
everybody,  but  since  we’re  such  a  small 
state,  we’re  not  perceived  as  a  large 
enough  market.” 

Smaller  newspapers  say  they  are  see¬ 
ing  more  ads  from  local  and  regional  bro- 


Baseview  OPS  Atex  DTI 


In  a  recent  survey  conducted  by  the  American  Society  of  Newspaper 
Editors  and  the  Society  of  Newspaper  Design,  Baseview  achieved  by 
far  the  highest  customer  satisfaction  rate  in  the  industry.  In  fea,  we 
have  almost  twice  as  many  satisfied  customers  as  our  nearest 
competitor!  If  you’d  like  to  know  more,  or  would  like  a  reprint  of 
the  survey,  call  us  today. 
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313.662-5800  marketing@baseview.com  www.baseview.com 
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Mr  I'  lHAL  FUNDS  AND  bro- 
I  kcrages  spent  a  rt'cord 
I  $255.4  million  on  new.v 
I  paper  ads  in  the  nation’s 
I  50  biggest  markets  last 
IL  year  —  leaving  big  pa¬ 
pers  scrambling  to  handle  the  growing 
categor)  and  small  papers  scurry  ing  for  a 
piece. 

After  tapering  off  in  1995,  ad  spending 
b)’  mutual  funds  and  brokerages  surged  based  ad  monitoring  service. 

54.7%  in  newspapers  in  the  top  50  mar-  In  newspapers,  a  slim  majority  of  the 
kets,  compared  with  48.2%  more  in  all  financial  services  ads  went  to  national 
media,  according  to  estimates  by  Com-  papers  in  1995,  but  by  1996,  national 
petitive  Media  Reporting,  the  New  York-  papers  had  grown  to  capture  more  than 

l()ur  of  every’  five  dollars  spent  by  financial 
services  companies  on  newspapers  in 
the  50  biggest  markets,  (LMR  estimates 
show. 

Newspapers  First,  the  ad  sales  net¬ 
work  representing  22  major  papers, 
posted  a  74%)  increa,se  in  mutual  fund  ad 
sales  last  year,  “and  it's  an  especially 
important  category  for  us,”  says  Joseph 
Maschio,  senior  vice  president. 

While  the  financial  services  category 
overall  is  also  .strong,  Maschio  attributes 
the  growth  in  mutual  fund  ad  spending 
to  the  fact  that  the  industry  has  mush¬ 
roomed,  lea\ing  more  than  5,000  funds 
now  competing  tor  inve,stors’  money’. 

The  increased  spending  to  market 
financial  services 
con,sidering  that 
total  mutual  fund 
assets  —  new 
cash  influxes  plus 
increases  in  exist¬ 
ing  assets  —  grew 
by  $719  9  billion, 
or  25.5%,  last  year, 
according  to  the 
Investment  Com¬ 
pany  Institute. 

■ITie  funds  are 
try  ing  to  maintain 
their  individual 
brand  name  rather 
than  being  sold  by’ 
a  discount  broker,” 

Maschio  says, 
adding  that  fund 
managers  such  as 


Bull  markets 
generate  windfall 
of  financial 
services  ads 
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kcragc  firms,  but  little  fn)m  the  big 
investment  companies. 


TIDE  LIFTS  SMALL,  TOO 

"There’s  been  quite  a  large  increase  in 
individual  brokerage  firms  hea*  in  town 
running  ads  for  mutual  funds,  4()l(k)s 
and  retirement  plans,  though  we  haven’t 
.seen  ads  from  the  Fidelity-type  compa¬ 
nies,”  reports  .Steve  Ellis,  display  advertis¬ 
ing  manager  at  the  KalamaziH)  Gazette 
in  .Michigan. 

la)cal  advertisers  take  advantage  of  the 
newspaper’s  island  ads  —  sumtunded  by 
agate  —  “because  the  bntkers  like  to  be 
right  in  the  middle  of  the  .stcK'k  pages,” 
Ellis  .says,  adding  that  island  positions 
“have  really  taken  off  in  the  past  year  or 
so.”  I’he  paper  runs  five  or  six  on  a  given 
Sunday,  and  most  promote  mutual  funds. 

Ken  (;arpenter,  advertising  director 
for  the  Neil'S  Herald  in  Panama  Caty, 
Fla.,  says  mutual  fund  advertising  has 
doubled  since  he  joined  the  paper  two 
years  ago,  but  the  financial  category’s 
contribution  remains  stable  at  about 
10%  of  total  ad  revenue,  and  ad  staffing 
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“A  lot  of  people  realize 
that  the  baby  boomers 
are  going  to  do  for  the 
inrest  men  t  business  in 
the  ’90s  what  they  did  for 
the  beer  business  during 
the  ’(yOs  and  '~^0s  ’ 


For  its  part,  the  advertising  depart¬ 
ment  is  planning  a  seminar  later  this  year 
at  which  representatives  from  brokerage 
firms  will  discuss  investment  strategies 
and  retiR-ment  planning. 

Allen  Walters,  vice  president  of  adver¬ 
tising  at  the  IXmrer  Fi)St,  says  the  paper 
has  experienced  growth  in  the  financial 
ad  category  —  despite  consolidations  that 
have  actually  shrunk  the  l(K'al  account 
ba.se  —  but  declined  to  give  figures. 

He  says  the  Host  plans  to  aggressively 
cultivate  the  category  —  on  the  theory 
that  mutual  funds  need  to  promote  their 
brands  because  employees  are  exercising 
more  control  than  ever  over  where  to 
invest  their  -4()l(k)  funds. 


BASEVIEW'S 
PAGINATION  IS  #  1 


GAINS  UNEVEN 

Not  every  large  newspaper  reports 
glowing  results  in  financial  services.  I’he 
Froi'ielence  Journal,  for  example,  gener¬ 
ates  less  than  $2(),(MK)  a  month  fn)m  the 
category,  mostly  from  local  brokers  that 
are  developing  a  growing  business  in 
mutual  funds,  according  to  Bill  Barry, 
director  of  professional  services. 

“We  haven’t  seen  an  increase  in 
mutual  fund  advertising,  but  we  are  try¬ 
ing  to  create  a  better  atmosphere  for  it,” 
Barry  says.  I’hat  includes  restructuring  ad 
rates  and  tentative  plans  for  news  sec¬ 
tions.  Further,  the  ad  staff  was  over¬ 
hauled  la.st  year,  and  the  paper  has  been 
hiring  salespeople  equipped  to  converse 
in  financial  jargon  when  calling  on  big 
brokerage  firms. 

“I’his  is  one  of  our  strategies  and  tac¬ 
tics  for  1997,”  Barry  says.  “We  re  trying  to 
make  Rhode  Island  a  better  buy  for 
everybody,  but  since  we’re  such  a  small 
state,  we’re  not  perceived  as  a  large 
enough  market.” 

Smaller  newspapers  say  they  are  see¬ 
ing  more  ads  from  ItKal  and  regional  bro- 


Baseview  QPS  Afex  DTI 

In  a  recent  survey  conducted  by  the  American  Society  of  Newspaper 
Editors  and  the  Society  of  Newspaper  Design,  Baseview  achieved  by 
far  the  highest  customer  satisfaction  rate  in  the  industry.  In  fact,  we 
have  almost  twice  as  many  satisfied  customers  as  our  nearest 
competitor!  If  you’d  like  to  know  more,  or  would  like  a  reprint  of 
the  survey,  call  us  today. 


313.662-5800  markeHng@baseview.com  www.baseview.com 
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System  Yields 
Auto  Ad  Bonus 


The  CINCINNATI  Enquirer 
parlayed  a  system  from  Gan¬ 
nett  Media  I'echnologies  Inc. 
into  a  deal  to  create  a  twice- 
monthly  tabloid  section  that 
helped  generate  $450,000  a 
year  in  extra  used-car  advertising  from  a 
dealer  association. 

Tom  Smith,  manager  of  classified  auto 
advertising,  said  the  tabloid  section  was 
made  possible  by  GMTl’s  new  Celebro 
auto  advertising  system,  which  is  being 
phased  in  and  will  store  dealer  inventory 
information  as  tiie  base  for  creating  the 
sections. 

The  tabloid  section  was  responsible 
for  the  Kenwood  Dealer  Group,  10  deal¬ 
erships  under  one  owner,  increasing  its 


Capturing  ad  data  at  the 
source  allows  new 
product  bigger 
ad  schedule 


budget  about  $900,000  over  two  years, 
million  a  year  in  ads  makes  it  the  paper’s 

largest  auto  advertiser,  big  enough  to  jus-  This  twice-monthly,  used-car  ad  section 
tify  a  full-time  Enquirer  ad  production  —  and  the  system  for  producing  it  from  a 

staffer  on  site  —  opted  to  sponsor  the  dealer  database  —  helped  the  Cincinnati 

Auto  Choice  used-car  section  as  part  of  a  Enquirer  nab  a  big  piece  of  new  business 
- 1  from  a  dealer  group. 


contract  renegotiation,  at  the  same  time 
GMTTs  Celebro  auto  system  was  in 
development  with  the  Enquirer  as  a  test 
site.  The  newspaper  and  GMTI  are 
owned  by  Gannett  Co. 

The  24-page  section  debuted  June  20 
with  process  color  on  12  pages,  scores  of 
car  photos,  and  coupons. 

The  Celebro  system  is  designed  to  pro¬ 
vide  newspapers  with  access  to  the 
inventories  of  major  advertisers  for  the 
purpose  of  automating  ad  production  — 
and  generating  ad  revenue  by  making 
new  products  possible.  The  auto  system 
was  an  extension  of  the  paper’s  success 
with  GMTl’s  system  for  real  estate  agen¬ 
cies,  Smith  said. 

Celebro  also  allows  the  newspaper  to 
post  used  car  listings  on  the  World  Wide 
Web,  where  the  newspaper  and  dealer 
association  have  a  relationship  that  gen¬ 
erates  little  revenue  for  the  paper  now. 
Smith  said. 

“ITie  thought  is  to  take  the  photos  in 
the  book  and  put  them  online,”  he  said. 
“That  will  probably  be  one  of  our  next 
steps.” 

But  implementing  the  auto  system  is  a 
“step-by-step  process”  still  in  its  early 
stages.  Smith  said. 

For  the  first  section,  the  newspaper’s 
production  department  used  information 
(See  Auto  Books  on  page  45M) 


THE  TECHNOLOGY  TO  help  you  develop  a  targeted  print  advertising 
campaign  using  the  industry’s  most  accurate  and  comprehensive  data  available. 

THE  TECHNOLOGY  TO  provide  expert  graphics  services  to  ensure  your 
ad  looks  the  way  it  should  no  matter  where 


It  appears. 

THE  TECHNOLOGY  TO  deliver  your  ad  to  the  right 
publication  at  the  right  time. 

THE  TECHNOLOGY  TO  prove  that  all  of  this 
happened  exactly  the  way  you  wanted  it  to. 


PuBuciTAS  Advertising  Services.  Inc. 

The  technology  to  make  print  work. 


Bruce  D.  Budnik,  Wee  President/Sales 
(203)  978-7800  •  pasinfo@publicitas-usa.com 
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Ad  Options 
Abounding 


CENTED  AND  FLUORESCENT 
inks;  ear  and  spadea  ads;  micro- 
zone  distribution;  multimedia 
marketing  services;  even  mas¬ 
cots  for  hire  —  these  are  just  a 
sampling  of  the  creative  options 
daily  newspapers  offer  advertisers. 

Typically,  only  smaller  papers  can  pro¬ 
vide  these  unusual  features  to  local 
advertisers. 

But  taken  together,  U.S.  newspapers 
large  and  small  offer  a  vast  and  varied 
menu  of  options  for  marketers,  according 
to  a  survey  by  Editor  &  Publisher  Co.  in 
conjunction  with  the  Newspaper  Asstxri- 
ation  of  America. 

“If  we  have  the  capability,  we  will  do 
almost  anything  for  the  advertiser,” 
remarked  Steve  Stallwitz,  advertising 
director  for  the  Manhattan  Mercury  in 
Kansas. 

The  Mercury  printed  one  advertiser’s 
ad  with  pine-scented  ink,  which  left  Stall¬ 
witz  with  more  than  just  a  strong  scent. 


Swttalski,  an  Editor  &  Publisher  Co. 
research  department  staffer, 
coordinated  the  survey  of  newspaper 
advertising  capabilities. 


You  want  what  kind  of 
ad?  Chances  are  some 
newspaper,  somewhere, 
will  do  it  for  you 

Although  no  further  requests  ensued  for 
scented  inks,  he  remembers  the  event  as 
positive  for  the  paper  and  the  commu¬ 
nity. 

In  Parsippany,  N.J.,  Morris  the  News 
Osvl  represents  the  Daily  Record  at 
parades  and  grand  openings,  where  the 
paper  offers  on-kx;ation  ad  packages. 
The  brainchild  of  a  former  radio  ad  man 
and  the  end  result  of  an  employee  con¬ 
test,  the  mascot  debuted  in  March  1996 
and  has  been  a  continuing  success. 

“Morris  stands  for  Morris  County’s 
newspaper,”  advertising  director  Heidi 
Chiles-Wheeler  said.  “People  know  him 
and  he  reinforces  the  community  aspect 
of  the  paper.” 

The  offbeat  ad  options  are  part  of  a 
comprehensive  database,  a  snapshot  of 
the  spectrum  of  services  newspapers 


offer  advertisers,  that  provides  important 
clues  about  the  newspaper-advertiser 
relationship. 

Publishers  and  ad  directors  ftnm  over 
90%  of  U.S.  dailies  participated  in  the 
survey. 

The  questions  were  generated  by  NAA 
and  divided  into  seven  categories;  cre¬ 
ative  options,  distribution,  technology, 
multimedia  ad  combinations,  standardiza¬ 
tion,  point-of-entry  and  research.  Editor 
&  Publisher’s  research  department  cre¬ 
ated  the  database  from  data  gathered  in 
phone  interviews. 

COLOR  (ALMOST)  EVERYWHERE 

The  largest  section  involves  25  spe¬ 
cific  advertising  options,  lead  by  color. 
Although  it  may  not  ring  as  particularly 
creative,  more  than  a  decade  after  USA 
Today  revolutionized  newspaper  color, 
color  is  still  not  an  option  at  5%  of  U.S. 
dailies,  mainly  because  of  high  cost  and 
low  demand. 

“We  are  a  small  paper  and  it  would  not 
make  financial  sense  for  us  to  use  color,” 
said  Mike  Edwards,  advertising  director 
for  the  Tryon  (N.C.)  Daily  Bulletin. 

Summarizing  the  position  of  papers  in 


44  We  projected  $36,000  for  our 
first  year  online  revenues.  Now 
we’re  projecting  $  1 00,000  — 
triple  our  original  figure.The 
success  ofAdOne  completely 
blew  our  sales  and  revenue 
goals  out  of  the  water.  ^  ^ 

Bill  Marcum 

AdwrUsing  Dnaor. 

The  DoHy  News,  Longwew.WA 

44  [With]  AdOne,  we  made  money 

on  the  Web  ads  right  away,  and 
we  strengthened  our  leadership 
position  in  the  marketplace. 

Qaorga  Stachokas 

Oossi/ied  Advertising  Manager  & 
AssistaittAdyensing  Direaor, 

The  Union  Leader  &  New  Hampshire 
Sunday  News,  Manchester,  NH 


AdOne...  The  Publishers’  Choice. 


Nearly  500  publications  across  the  country  have  chosen  AdOne 
(www.adone.com)  for  their  online  classified  solutions.  AdOne  features 
innovative  products  and  services  that  help  publishers  put  their  classifieds 
online  generating  new  revenue  in  as  little  as  10  business  days. 


See  AdOne’s  new 
products  &  services  in 


/ 


NAA  Connections  ’97 
July  18-20 
Booths  2&3 


www.adone.com 

Call  AdOne  today  at 
800-555-423 1  or  e-mail  us 
at  sales@adone.com 
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a  unique  web  site,  that  will  give  readers 
access*  to  the  best  "from  theTsource" 
reporting  from  local  online  newspapers 
nationwide.  It's  a  new  way  to  deliver  extra 
'traffic  and  more  revenue,  to  newspaper  web 
'sites  through  the  power  of  a  national  network. 
So  it's  no  wonder  that  more  than  125  newspapers 
have  affiliated  with  us  already. 

'Through  a  single  national  gateway-www.newsworks;Com- 
geography  will  cease  to  affect  your  circulation.  You'lL 
become  part  of  the  richest,  most  comprehensive  news 


and  information  source  on  the  web.  And  you'll 
gain  tire  kind  of  readership  that  gives 
you  leverage  over  your  competition  and 
increases  your  advertising  sales  potential. , 
If  you'd  like  to  know  more  about  going 
national  with  NewsWorks,  and  how  it  can 

'  t 

increase  both  your  readership  and  ad 
“  revenues,  call  us  at 
Better  yet.  visit  NewsWorks  to  find  out  just  how  far 
our  national  network  can  take  you. 


K  M 

New  Century  Network 


M" 


•C  -  A* 


similar  circumstances,  he  explained  that 
there  was  no  pressure  from  national 
advertisers  to  make  a  change,  and  local 
advertisers  were  satisfied  to  send  their 
marketing  messages  in  black  and  white. 

Here  are  some  of  the  most  common 
options  and  the  share  of  papers  that 
offer  them: 

♦  Color,  95% 

♦  We-prints  (newspaper-printed  in¬ 
serts),  82% 


♦  Strip  ads,  74% 

♦  Product  sampling  59% 

♦  Blockbuster  pages  (four  or  more  con¬ 
secutive  ROP  ad  pages),  56% 

♦  Guaranteed  positions  52% 

♦  Banners  on  TV  books  50% 

♦  Remnant  or  standby  ads,  49% 

♦  Spadea  (half-page  wraparound)  45%. 
Want  them  all?  They’re  all  available  — 

at  12%  of  dailies. 

But  no  daily  offers  all  25  options  the 


We  have  an  easier  way  for  newspapers 
to  capture  more  advertisers. 


Our  advertising  sales  research  helps  you  wn^)  up  more  contracts. 

Increasing  your  advertising  sales  is  easier  than  ever  with  research  from  Belden 
Associates.  We  provide  your  sales  representatives  with  the  authoritative  data 
they  need  for  results-oriented  sales  presentations.  And  our  expertise  doesn’t 
stop  there  -  we  can  also  help  you:  improve  partnerships  with  advertisers  •  train 
your  sales  staff  in  selling  with  research  •  make  presentations  to  advertisers  • 
track  advertiser  satisfaction.  Contaa  us  today  to  help  "I  J 

you  unravel  the  secrets  to  sales  success. 

_ _ _ _  Associates 

800.966.2353  www.heldenvnu.com 


survey  asked  about. 

Following  are  some  of  the  other  print 
ad  capabilities  and  the  percentage  of 
papers  where  they’re  available: 

Printed  polybags,  43%;  island  posi¬ 
tions,  42%;  8(X)  numbers,  40%;  trigger  ads, 
39%;  split  columns,  35%;  in-house  alter¬ 
nate  delivery,  34%;  self-adhesive  notes, 
31%;  audiotex,  30%;  single  gatefolds,  30%; 
double  gatefolds,  19%;  contracted  alter¬ 
nate  delivery’,  13%;  perforated  gatefolds, 
12%;  and  900  numbers,  12%. 

DISTRIBUTION  DIVERSITY 

A  majority  of  dailies  (62%)  deliver  ad 
inserts  by  ZIP  code,  and  56%  offer  distri¬ 
bution  to  parts  of  ZIP  codes,  the  survey 
shows. 

Over  a  third  of  newspapers  offer 
address-specific  methods,  delivering  to 
designated  households  using  mailing 
lists  generated  by  in-house  databases  or 
provided  by  advertisers. 

Other  findings  on  percentages  of 
newspapers  and  their  distribution  capa¬ 
bilities  include:  13%  deliver  by  ZIP  +  4, 
26%  have  zoned  editions,  82%  have  total- 
market-coverage  (TMC)  ad  products,  and 
16%  audit  TMCs. 

AD  TECHNOLOGY  SURGE 

Two  out  of  three  daily  newspapers 
receive  advertising  electronically,  with 
AP  AdSend,  Digi-Flex  and  ImageNet  the 
most  commonly  cited  systems.  Other 
options  vary  from  bulletin  boards  to 
basic  e-mail  transmissions. 

When  it  comes  to  combinations,  more 


Ad  Doable 

(%  of  U.S.  dailies  offering  key 
advertising  capabilities) 

95% 

standard  advertising  units  (SAUs) 

95% 

coior 

82% 

total  market  coverage  (TMC) 

79% 

one  order/one  bill 

70% 

electronic  ad  delivery 

62% 

ZIP  code  distribution 

59% 

product  sampling 

52% 

guaranteed  ad  positions 

52% 

ad  combo  with  other  papers 

49% 

remnant/standby  ads 

45% 

spadea  (halt-page  wraparound) 

44% 

database  marketing 

44% 

standard  advertising  invoice  (SAI) 

43% 

ads  on  polybags 

42% 

island  positions 

34% 

in-house  alternate  delivery 

31% 

adhesive  (Post-it  Notes)  ads 

30% 

audiotex 

13% 

ZIP  +  4  distribution 

Sovrcc:  Editor  &  Publisher  Co. 
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than  half  of  the  papers  reported  that  has  become  easier  to  deal  with,  espe- 

they  sell  ads  in  combination  with  other  cially  in  the  area  of  one  contract  for  one  I'llfUilKyi/Ul  MjLfiJtli' 

newspapers.  Less  than  15%  reported  ad  contact,”  said  Jerome  Tilis,  vice  president  Continued  from  page  37M 
combos  with  TV  stations,  radio  stations  of  marketing  for  Knight-Ridder  Inc.  has  not  changed, 

or  magazines;  16%  offer  combos  with  Survey  results  show  that  79%  of  news-  Hopeful  the  growth  will  continue  as 
direct  mail;  and  less  than  2%  reported  ad  papers  offer  one-order/one-bill  service  more  savvy  retirees  head  for  Florida’s 
combos  with  out-of-home  sources  such  —  a  concept  that  has  influenced  Knight-  panhandle.  Carpenter  adds,  “There’s  a 
as  billboards,  buses  and  bus  stop  shel-  Kidder’s  approach  to  advertisers.  large  volume  of  retired  wealthy  people 

ters.  Its  papers  are  assembling  teams  fmm  from  the  North  who  are  staying  active  in 

all  areas  of  advertising  to  work  as  a  sin-  the  sux'k  market.” 

STANDARD  SERVICE  gle  unit.  At  the  Cedar  Rapids,  Iowa,  Gazette, 

The  newspaper  industry  ’s  adoption  of  “All  of  our  people,  fn)m  sales  and  mar-  director  of  advertising  Dave  Storey 

advertising  standards  —  mainly  the  Stan-  keting  to  artists,  are  capable  of  picking  acknowledges  that  he’s  going  to  have  to 

dard  Advertising  Unit  (SAU)  and  Stan-  up  the  phone  and  helping  an  advertiser  hustle  to  attract  mutual  fund  ads. 
dard  Advertising  Invoice  (SAI)  —  is  mak-  with  their  account,” Tilis  explained.  “We  “It’s  a  category  that  definitely  needs 
ing  it  easier  for  advertisers  to  use  news-  have  developed  a  cross-discipline  solu-  mote  attention,”  he  admits,  adding  that 
papers,  newspaper  ad  executives  say.  tion  to  advertiser  needs.  Everyone  is  advertising  from  brokers  and  financial 

SAlJs,  developed  over  a  decade  ago  to  actively  involved,  and  advertisers  are  no  institutions  has  been  on  the  upswing 

allow  advertisers  to  run  the  same  ad  in  longer  handed  off  or  transferred  to  during  the  past  couple  of  years.  To 

multiple  newspapers,  are  in  use  at  95%  appropriate  departments.  There  is  less  increase  the  attractiveness  of  the  ad  buy, 

of  dailies,  with  smaller  papers  remaining  chance  of  miscommunication,  costly  Storey  plans  to  network  with  other 

off  the  system,  the  survey  shows,  and  errors  are  reduced  and  we  can  provide  newspapers  to  grow  the  size  of  the  mar- 

SAIs,  developed  by  the  NAA  and  the  better  service.”  ket  coverage,  offering  advertisers  more 

International  Newspaper  Financial  Exec-  Plans  call  for  Editor  &  Publisher  to  coverage  for  the  buck, 
utives  to  standardize  processing  of  update  the  ad  capabilities  database  quar-  “I’m  going  to  have  to  make  myself 
orders  and  bills,  are  in  use  at  44%  of  terly.  larger  because  this  is  an  area  of  real 

newspapers.  For  information  call  Ian  Anderson  at  opportunity,"  says  Storey.  “A  lot  of  people 

“Over  the  past  five  years  the  industry  212-675-4380  ext.  300.  realize  that  the  baby  boomers  are  going 
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to  do  for  the  investment  business  in  the 
’90s  what  they  did  for  the  beer  business 
during  the  ’60s  and  ’70s,”  Storey  said. 


Brand  Loyalty 

Continued  from  page  30M 
best  possible  audiences. 

“At  the  same  time,  we’re  always  trying 
to  do  what  keeps  the  core  customer 
happy,”  Parker  said.  “We  do  not  want  to  - 
detract  from  the  core  product,  only 
enhance  it.” 

While  advertiser-driven  editorial  con¬ 
tent  and  research-based  ad  sales  are  old 
news,  “What’s  new  is  understanding  the 
readers  and  how  to  serve  them,”  said  con¬ 
sultant  Willis  Duff.  Serving  may  mean 
crafting  a  section  just  for  young  people, 
if  research  shows  youthful  readership 
low,  either  establishing  a  brand  or 
extending  a  brand  to  reach  a  new  audi¬ 
ence. 

Newspapers,  said  Duff,“are  looking  for 
an  emotional  response,  an  ‘1  want  my 
MTV  feeling’  about  their  products.” 

The  branding  trend  has  reached 
beyond  newspaper  marketing,  advertis¬ 
ing  and  circulation  departments,  said 


David  L.  Nelson,  a  professor  of  journal¬ 
ism  at  Northwestern  University.  Newspa¬ 
per  companies  are  beginning  to  realize 
they  must  align  all  their  resources  — 
newsrooms  included  —  to  put  out  a  bet¬ 
ter  product,  he  said. 

A  straightforward  presentation  of 
news,  a  commitment  to  accuracy,  fresh 
approaches  and  fast  coverage  can  help 
newspapers  differentiate  themselves,  he 
said,  “but  the  product  has  to  live  up  to  its 
promise.” 

Newspapers  also  need  to  make  sure 
their  niche  publications  don’t  set  up  bar¬ 
riers  among  readers,  because  to  do  so 
“raises  the  specter  of  not  treating  all  peo¬ 
ple  equally”  and  runs  against  the  tradition 
of  keeping  citizens  informed.  Nelson 
said. 

But  these  kinds  of  integrated  market¬ 
ing  and  branding  campaigns  have  begun 
to  erode  the  wall  between  advertising 
and  news,  said  Patrick  J.  McKeand,  presi¬ 
dent  of  the  Indiana  Chapter  of  the  Soci¬ 
ety  of  Professional  Journalists  and  a  pn> 
fessor  of  journalism  at  Indiana  University- 
Purdue  University  at  Indianapnilis. 

“It’s  putting  advertising  back  on  the 
front  page  of  the  newspap)er,”  said  Mc¬ 
Keand.  He  said  the  emphasis  on  market¬ 


ing  and  advertising  also  reflects  a  shift  in 
control.  Whereas  newsrooms  and  unions 
held  sway  in  the  1950s,  ’60s  and  early' 
’70s,  McKeand  said,  in  the  1980s  and 
’90s,  the  p)ower  has  shifted  back  to  man¬ 
agement. 

Many  executive  editors  come  from  the 
business  op)eration  instead  of  working 
their  way  through  the  newsroom,  he 
said,  and  many  top  executives  and  edi¬ 
tors  today  have  MBAs  or  law  degrees 
rather  than  journalism  degrees. 

“Journalists  have  great  ideals  for  their 
own  product,  but  sometimes  they  end 
up  in  the  hands  of  businessp>eople.  The 
bottom  line  is  the  newspapnrr  is  a  busi¬ 
ness  and  the  business  aspx;ct  of  op)era- 
tions  prevails,”  McKeand  said. 

Media  researcher  Duff  said  branding 
campaigns  and  market  segmentation 
efforts  are  only  beginning  in  the  newspa¬ 
per  industry. 

“It’s  a  gn)wing  and  necessary  thing 
because  there  are  too  many  media 
options.  Our  estimates  are  [that] 
between  16  p)ercent  and  18  p)ercent  [of 
px;ople]  get  their  news  daily  off  the  Inter¬ 
net  in  some  markets.  In  two  markets,  it’s 
25  percent.  And  those  numbers  are 
growing  quickly,”  he  said. 


Dear  So  and  So, 

This  is  hov.'  it  feels  vhen 
people  use  your  name  generically. 


Remember,  Formica  is  a  trademarked  brand,  not  a  generic  name  for  countertops.  Dial  1-513-786-3160  for  guidelines. 
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Auto  Books 

Continued  from  page  38M 

from  dealer  inventory  systems,  which 
mainly  generate  window  price  stickers. 
But  plans  call  for  GMTl's  Celebro  soft¬ 
ware  to  be  installed  at  the  dealerships  for 
the  next  section.  Dealers  will  enter  car 
data  into  it,  and  it  will  generate  window 
stickers  and  ad  copy,  Smith  said. 

For  the  pictures,  snapshots  now  taken 
by  dealers  and  scanned  into  the  newspa¬ 
per  production  system,  stock  numbers 
accompanying  photos  are  matched  with 
inventory  numbers  received  with  the 
copy  for  each  car.  The  paper  makes  up 
the  pages  electronically  and  physically 
tranpsorts  data  cartridges  to  its  produc¬ 
tion  plant  for  output. 

Eventually,  the  Enquirer  plans  for  the 
dealers  to  shoot  pictures  with  digital 
cameras  and  to  flow  the  pages  them¬ 
selves  into  templates  —  each  dealer  in 
die  group  has  a  couple  of  pages  in  the 
section  to  hype  its  own  cars  —  but  the 
implementation  is  expected  to  take 
months. 

The  section  appears  twice  a  month  on 
Friday  and  is  distributed  in  the  newspa¬ 
per  in  selected  ZIP  codes,  and  for  free  at 


80  grocery  and  convenience  stores. 

Smith  described  the  increased  market¬ 
ing  by  the  dealer  group  as  a  pre-emptive 
strategy  to  strengthen  its  position  in  the 
face  of  a  coming  invasion  by  used-car 
megadealers,  and  as  a  defense  of  the 
used-car  franchise,  which  contributes  a 
bigger  share  of  dealer  profits  than  ever 
relative  to  new<ar  sales. 

GMTI  executives  point  out  that  in  a 
similar  vein,  real  estate  systems  installed 
at  broker  offices  have  allowed  newspa¬ 
pers  to  start  up  their  own  homes  books 
to  compete  for  that  kind  of  advertising. 

“The  idea  for  publishers  is  to  get  con¬ 
trol  of  information  from  the  advertiser 
before  someone  else  does,"  said  Michael 
Tucker,  a  GMTI  marketing  manager. 


Classified 
Trib  Plan 

Tribune  go.  papers  are  investing  in 
a  strategy  to  defend  their  classified 
franchises  by  marketing  and  branding 
both  print  and  online  classified  prod¬ 
ucts. 

Begun  earlier  this  year,  the  strategy  is 


designed  to  maintain  and  grow  ad  share 
and  to  build  brands,  said  Bob  Holzkamp, 
vice  president/sales  and  marketing  for 
Tribune  Publishing. 

Because  of  growing  competition  and 
the  need  to  defend  the  revenue  and 
readership  that  classified  brings,  the 
Orlando  Sentinel,  for  example,  has 
begun  a  multimedia  ad  campaign  push¬ 
ing  classified  in  the  newspaper,  online 
service  and  auto  and  home  guides. 

And  across  the  peninsula  in  Fort  Laud¬ 
erdale,  the  Sun-Sentinel  is  promoting  real 
estate,  help  wanted  and  auto  Web  sites, 
for  the  first  time  on  TV,  in  addition  to  ads 
on  cable,  radio,  online  and  in  the  paper. 

“We’re  looking  not  so  much  at  a 
results-oriented  campaign,  but  more  as 
protecting  ourselves  against  competi¬ 
tors,”  marketing  services  manager  Mitch 
McKinnon  said  in  Tribune’s  employee 
publication. 

TThe  flagship  Chicago  Tribune  and 
smaller  Newport  News,  Va.,  Daily  Press 
also  have  run  campaigns  for  classified 
this  year. 

To  solidify  its  classified  brand,  the 
Daily  Press  redesigned  its  classified  logo 
to  be  identical  in  print,  online  —  and  on 
the  TV  commercial. 


INCORRECT; 


•  EATI  NG  RAW  POULTRY 

•  MARRYING  YOUR  SIBLING 
•.  "R  0  L  L  E  R  B'.L  A  D  I  N  G" 


Just  a  friendly  rcminderlo  use  the  generie  terms  "in-line  skate(s),  in-line  skater(s),  in-line  Skating"  instead  of  the  , 
following,  whieh  are  misuses  of  the  R9LLERBLABE  trademark;  "rollerblading,  blading,  rollerbla(le(s),  bla(le(s),  rollerblacler(s),  ROLL£RBLAD€ 
'blader(s),"  Jhis  message  eomes  to  you  courtesyof  our  attorneys,  whu  are  eorreetly  referred  to  as  "extraordinarily  anal  ' 
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1 70-yea  r-oUl 
Journal  of 
Commerce  seeks 
to  reposition 
'  itself  to  gain 
readers 


BY  DORI  PERRUCCI 


Marketing  To  A 
Broader  Audience 


The  STAID,  OLD  Journal  of 

Commerce,  which  celebrates  its  170th 
birthday  this  September,  recently 
launched  a  marketing  campaign  to  pro¬ 
mote  the  daily  newspaper  to  a  broader 
business  audience. 

“It’s  a  radical  departure  from  anything  we’ve 
done  before,”  said  David  Drimer,  vice  president  of 
marketing  development. 

To  convey  the  campaign’s  tag  line,  “Daily  intelli¬ 
gence  from  the  front,”  TV  spots  juxtapose  a  chick¬ 
en,  a  tomato  and  a  pair  of  high  heels  marching 
across  the  screen  to  the 
sound  of  combat  boots. 

Transit  ads  picture  a  banana 
with  the  message,  “This  is  an 
instrument  of  war.” 

Teaser  copy  on  the  direct- 
mail  package  hints  at, 

“Foreign  intrigue,  political 
schemes,  and  revolution.” 

The  campaign  also 
includes  drive-time  radio 

commercials  on  all-talk  or  all-news  format  stations, 
and  print  advertising  in  local  metro  daily  newspa¬ 
pers  and  weekly  regional  business  media. 

“These  mundane  images  have  a  tremendous 
impact  on  world  trade,”  said  Drimer.  “That’s  the 
message.” 

The  campaign  began  in  May  in  the  mid-Atlantic 
maricet  of  Philadelphia,  Baltimore  and  Wilmington 
and  will  run  in  26  cities  over  the  next  year. 

The  new'  JOC  also  has  its 
own  Web  site  (wrww.joc. 
com)  and  e-mail  address  (edi- 
tor@joc.com)  added  Drimer. 
“We’re  also  ready  to  go  with 
making  the  shipcard  informa- 
tion  available  electronically.” 
The  upgrade  in  editorial 
^  content  and  graphic  design 

|[H  began  in  1995,  shortly  after 

^  the  parent  company  of  the 

f  Economist  magazine, 

Pierson’s,  bought  the  JOC 
from  Knight-Ridder. 

Editor  Don  Holt,  who 
joined  the  JOC  from  Fortune 
magazine,  spearheaded  the 
changes,  which  began  in 
April  1996,  with  a  redesign  of 
the  daily  broadsheet  that 


On  June  30,  the  Journal  of  Commerce  introduced 
Maritime,  a  newly  expanded  shipcard  section.  The  new 
section  is  part  of  a  redesign  of  the  entire  paper  which 
began  April  1996  and  includes  a  new  format,  new  layout, 
new  typefaces,  and  increased  use  of  color. 


included  “new  format,  new  layout,  new  typefaces, 
and  increased  use  of  color,”  and  introduced  a  new 
weekly  tabloid,  published  on  Wednesdays,  called 
Global  Commerce,  aimed  at  emerging  exporters, 
a  growing  audience  the  JOC  wants  to  target. 

The  new  section  covers  news  “from  micro  to 
macro,”  said  Holt.  “Everything  from  how  to  docu¬ 
ment  your  imports  to  what’s  going  on  in 
Washington.” 

On  June  30,  the  JOC  introduced  Maritime,  its 
original  shipcard  section,  that  now  includes  color 
and  editorial  and  “covers  the  maritime  community 
—  the  people,  the  events,  new  ships.” 

“While  Fortune  50  companies  still  comprise  the 
paper’s  traditional  readership,  the  business  of 
world  trade  has  changed  because  of  the  ‘d’  [down¬ 
sizing]  word,  and  the  growth  of  world  trade  is 
being  driven  by  smaller  operations,  often  a  one-  or 
two-person  shop,”  said  Holt. 

Phase  two  also  includes  upgrades  in  printing 
quality  and  delivery  time,  said  the  paper’s  new 
publisher,  Willy  Morgan. 

Although  the  paper  maintains  a  “very  strong” 
renewal  rate  of  80%,  it  was  losing  readers  because 


"The  business  of  commerce 
has  changed.' 

—  Journal  of  Commerce  editor 
Don  Holt 
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Eliminate  the  pressure  and  stress  of  producing  your  own  TV  book. 

!  Use  Print  Marketing  Concepts  instead. 

Our  expertise  in  sales,  layout,  design  and  editorial  content  can  help  you: 
put  your  editorial  resources  to  better  use; 
gain  contract  customers  without  continued  sales  hassle; 
save  precious  time  and  money. 

Print  Marketing  Concepts  has  proven  results  with  a  circulation  of  3.5  million. 
Get  fast  relief  from  your  TV  book.  Call  PMC  today: 
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of  slow  deliver)'. 

“We  hadn’t  been  as  effective  as  we 
should  have  been,  and  that’s  not  good  if 
you’re  a  daily,”  Morgan  said.  “It  was  a 
pure  function  of  cash.” 

Postal  entry  points  have  been  dou¬ 
bled  in  the  last  year,  to  approximately 
34,  and  will  increase  to  70  by  next  year 
to  ensure  timely  delivery’. 

As  a  result,  the  JOCs  new  owner  has 
invested  $2  million  in  new  printing 
equipment  and  another  half  a  million 
dollars  to  speed  up  delivery  by  utilizing 
more  postal  entry'  points.  The  plant, 
kKated  in  Bellmawr,  N.J.,  outside  of 
Philadelphia,  began  printing  the  JOC  in 
early  June. 

It  is  the  same  plant  used  by  the 
Financial  Times,  the  Asia  Times,  and 
others  in  the  Pierson  family,  Morgan 
noted,  which  includes  CFO  and  the 
Capitol  Hill  weekly  Roll  Call.  “It’s  a  mat¬ 
ter  of  synergy  for  us,”  he  said. 

“Trade  has  gotten  bigger,”  said 
Morgan,  a  publisher  with  the  Economist 
Group  for  17  years  before  arriving  at 
the  JOC  last  September. 

He  says  he  intends  to  take  the  news¬ 
paper  to  30,000  circulation  in  three 
years  and  100,000  in  five  years  by 
reaching  “any  senior  executive  involved 
in  the  business  of  international  trade.” 

“Bankers,  manufacturers,  financial 
analysts,  insurance  brokers,  logistics 
staff,  basically  anyone  in  supply  chain 
management,”  are  reader  targets,  he  said. 

The  repositioning  of  the  JOC  is  a 


"We  hadn't  been  as  effective  as  we  should 
have  been,  and  that’s  not  good  if  you're  a 
daily.  It  was  a  pure  function  of  cash." 

—  Willy  Morgan,  publisher. 
Journal  of  Commerce 


strategic  step  for  Pierson’s,  which  will 
launch  a  new  publication  this  Septem¬ 
ber,  a  weekly'  broadsheet  that  will  cover 
the  European  and  Asian  markets  and 
have  its  own  editorial  team. 

“1  believe  there  is  an  international 
need  in  Europe  that  is  not  being  cov¬ 
ered,”  said  Morgan,  who  projects  a  circu¬ 
lation  of  12,000. 


BY  DORI  PERRUCCI 

N.Y.  Daily  News’ 
Carribbeat  Gets 
New  Promo  Effort 

The  NEW  YORK  Daily  Neu>s  resched¬ 
uled  its  Carribbeat  magazine,  which 
premiered  in  March  1997,  from  monthly 
to  bimonthly  status  with  its  June  issue 
The  next  issue  is  due  out  on  August  24 
with  a  circulation  of  400,000.  Another 
50,000  bonus  copies  will  be  distributed 
at  key  events  during  the  upcoming  West- 
Indian  American  Day  Parade  over  Labor 
Day. 

‘‘We’re  going  to  put  everything  we 
have  into  this  newspaper,”  Les  Goodstein 
told  a  packed  house  that  included  ad 
agency  reps.  New  Yoik  media,  and  repre¬ 
sentatives  from  the  Caribbean  communi¬ 
ty  on  board  the  World  Yacht  Princess  on 
Manhattan’s  Pier  81  on  July  9.  Starting 
Sunday,  July  13,  Goodstein  announced, 
the  Daily  News  will  test  market 
Carribbeat  in  Brooklyn,  Queens  and 
Long  Island  by  lowering  the  price  of  the 
Sunday  edition  of  the  newspaper  from 
$1.50  to  $1.00. 

For  small  businesses  that  can’t  afford 
to  pay  $9,820  for  a  full  page,  the  Daily 
News  will  offer  a  special  rate,  said 
Debbie  Medina,  director  of  ethnic  publi¬ 
cations  and  sales,  in  a  later  interview. 
“For  $500,  they’ll  be  able  to  buy  a  small 
ad,  about  an  eighth  of  a  page.  We  want  to 
make  it  affordable  for  them  to  advertise 
with  us.” 

In  an  effort  to  attract  the  estimated  1 .3 
Caribbean-American  adults  who  live  in 
the  New  York  metropolitan  area,  the 
paper  also  has  been  buying  radio  spots 
on  the  half-dozen  or  so  Caribbean  sta¬ 
tions  in  the  New  York  area  since  the 
launch  of  Carribbeat. 

According  to  the  1996  Gallup  New 
York  Media  Usage  Study,  nearly  12% 
of  the  New  Yoilc  DMA  is  represented  by 
(See  Carribbeat  on  page  6S) 


BY  DORI  PERRUCCI 

NAATo 
Offer  Branding 
Guidelines 

At  their  recent  annual  meeting 
held  in  Chicago,  the  Marketing 
Development  and  Promotion  Committee 
of  the  Newspaper  Association  of 
America  voted  to  study  newspaper 
branding  and  deliver  guidelines  for  the 
industry  within  the  next  1 2  months. 

As  more  and  more  newspapers  tackle 
branding  campaigns,  “There’s  so  much 
talk,  or  mis-talk,  on  the  issue,”  noted  Terry 
Robbins  of  the  St.  Louis-Dispatch,  who 
heads  the  committee.  “Exactly'  what  is 
branding?  How  do  newspapers  do  it 
right?  Do  you  even  need  a  branding  cam¬ 
paign?  Those  are  some  of  the  questions 
we  need  to  tackle. 

“We  intend  to  include  case  studies, 
both  good  and  bad,  from  within  our 
industry,  and  from  other  industries  as 
well.  We  think  the  study  is  going  to  be 
extremely  helpful,  especially  as  more 
competition,  from  the  Internet  and  other 
sources,  enters  the  marketplace.” 

Aside  from  marketing  new  products, 
said  Robbins,  the  real  branding  issue  is 
“reader  loyalty,  and  what  newspapers 
can  do  to  maintain  it.” 

“When  you  have  a  strong  brand,  as 
newspapers  do,  you  should  be  both 
offensive,  in  developing  new  products,  as 
well  as  defensive.” 

Ironically,  while  newspapers  have  a 
positive  image  in  their  communities, 
they  have  not  done  a  very  good  job  of 
promoting  themselves,  said  Jim  Currow, 
NAA’s  senior  vice  president  for  market¬ 
ing.  “TV,  on  the  other  hand,  has  been  very 
effective,”  he  noted. 

“Newspapers  talk  a  lot  about  brand¬ 
ing,  and  what  they  think  they  are  doing,” 
but  it  may  be  ineffective,  he  said.  “You 
don’t  just  slap  your  name  on  anything 
and  call  it  branding. 

“It’s  all  about  your  image,  the  quality 
of  your  product,  and  the  satisfaction  the 
consumer  gets.” 

Marketing  aside,  said  Robbins,  “What 
newspapers  have  going  for  them  is  that 
they  are  the  trusted  source  of  informa¬ 
tion,  and  the  integrity  they  have  behind 
them  can’t  be  bought.  When  you  read  a 
restaurant  review  on  the  internet,  I 
always  wonder,  who  wrote  that  —  the 
restaurant  owner?” 
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3rd  Annual 


Directory  of| 
\  Interactive 
-Products  & 


There's  no  doubt,  color  in  newspa¬ 
pers  works.  It's  not  only  wanted, 
but  demanded  by  both  readers  and 
advertisers.  This  special  section  is  for 
everyone  -  production,  marketing,  edito¬ 
rial  -  working  on  how  to  print  more 
color,  print  color  better,  and  use  color 
more  effectively.  We'll  look  at  the  tech¬ 
nology,  application  and  marketing  of 
color  in  newspapers. 


Where  are  newspapers  getting  the 
equipment,  advice  and  services 
needed  to  establish  and  maintain  effec¬ 
tive  interactive  services?  This  3rd  Annual 
Directory  of  Interactive  Products  and 
Services  includes  comprehensive  list¬ 
ings  by  company,  business  type,  service 
category,  and  specific  service.  Online, 
audiotex,  CDs,  fax  services;  hardware, 
software,  consulting,  developing,  train¬ 
ing;  art  direction,  producing  ads,  provid¬ 
ing  content;  and  much,  much  more  .... 


re  effectively.  We'll  look  at  the  tech-  I 

ogy,  application  and  marketing  of  III  I  \IC?  Vw  w 

.r  in  newspapers  Septembet  27 

...all  part  of  your  regular  Editor  &  Publisher  subscription. 
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Western  Lithotech 
automates 
letterpress/offset 
exposure,  may 
add  flexo:  NAPP 
still  testing  Jlexo 
CTP,  releasing 
HS  II  plate 


BY  JIM  ROSENBERG 


Letterpress,  Flexo 
Platemaking 


Next  month, the  ■■■■III 

Houston  Chronicle 
takes  deUvery  of 
what  may  become 
the  first  universal 
plate  processor  for  newspapers. 

Last  month,  the  Decatur,  Ill., 

Herald  &  Revieu'  took  delivery 
of  what  may  become  the  first 
computer-to-plate  imager  for 
newspaper  flexography. 

While  attention  devoted  to 
computer-toplate  systems  for  off¬ 
set  may  be  increasing,  two  longtime  platenxim 
vendors  are  working  to  upgrade  flexo  and  letter- 
press  operations  in  the  largely  litho  world  of  news¬ 
paper  printing. 

At  last  month’s  Nexpo,  St.  D)uis-based  Western 
Lithotech  demonstrated  an  automated  letterpress 
exposure  unit  that  is  convertible  for  offset  plates. 
Western  Lithotech  newspaper  products  manager 
Keith  Walker  said  the  “intent”  is  to  make  future  ver¬ 
sions  of  the  Lith-X-Pozer  7SL  also  work  for  newspa¬ 
per  flexography,  once  the  plates  become  “more  sta¬ 
ble.” 

For  its  first  buyer,  the  Houston  Chronicle, “We’re 
targeting  delivery  in  August,”  said  Walker.  The 
Chronicle  runs  several  lines  of  Goss  letterpress  and 
the  Goss  offset  equipment  it  acquired  from  the 

defunct  Houston  Post. 


I  Western  lithotech  pnrmotes 
the  7SL  as  a  machine  that 
impnrves  letterpress  efficiency 
and  quality  while  awaiting  the 
day  its  shop  converts  to  offset 
printing.  When  that  day  comes, 
the  paper  already  has  the  unit, 
which  is  converted  on  site  to 
accept  and  expose  offset  plates. 

More  generally,  the  machine 
alread>’  represents  a  change  in 
the  design  of  Western  Litho  prxxl- 
ucts.  Henceforth,  all  Western 
Lithotech  exposure  units  will  be  ba.sed 
on  the  same  frame  and  housing.  From 
the  outside,  the  only  apparent  difference 
will  be  the  mrxlel  names. 

The  company  said  it  achieved  the  uni¬ 
form  appearance  by  adopting  a  single 
basic  design  and  putting  features  and 
functionality  into  bolt-on,  pull-off  mod¬ 
ules  so  that  orders  can  be  configured 
with  various  options. 

The  formerly  solid  platen,  built  to 
the  needs  of  each  site,  now  has  a 
pocket  that  accepts  a  drop-in  plate, 
dispensing  with  the  need  to  remove 
rails  and  making  original  site  setups  and  field 
reconfigurations  easy. 

Western  Lithotech  senior  design  engineer  Dan 
Choate  said  the  7SL  “is  the  basic  machine  we 
make  for  offset,  with  a  letterpress  option.” 

Rated  at  1 50  single  letterpress  plates  per  hour 
(but  able  to  expose  up  to  180),  a  relatively  sim¬ 
ple  field  conversion  to  expose  up  to  200  single 
offset  plates  takes  about  two  hours,  he  said. 

A  significant  change  in  the  conversion  is  the 
light  source.  Rather  than  the  very  diffuse  light 
from  the  bulb  used  for  letterpress,  a  highly 
collimated  light  is  required  to  expose  offset 
plates. 

The  Lith-X-Pozer  7  uses  two  8kW  Olec 
lamps,  positioned  27  inches  from  the  plate 
surface.  To  compensate  for  the  decline  in  a 
bulb’s  light  intensity  over  time,  photocell 
measurements  of  the  light  are  used  to  effect 
small,  automatic  adjustments  to  the  duration 
of  illumination 

To  prevent  additional  heating,  each  lamp 
Western  relies  on  a  solid-state  rather  than  magnetic 
Lithotech's  Lith-X-Pozer  7SL  ballast.  Lamps  are  kept  preheated  to  a  specified 
letterpress  plate  exposer  temperature  to  give  the  proper  illumination  and 
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to  go  on  and  off  simultaneously. 

“It  gives  you  a  very  even,  consistent, 
pre-exposed  plate,”  said  (Choate. 

For  Hou.ston,  he  said,  cassettes  have 
been  pn)posed  instead  of  a  conventional 
sideloader  because  NAPP  recommends 
limiting  the  weight  of  a  plate  stack. 

The  unit  handles  one  or  two  preregis¬ 
tered  plates  at  a  time,  with  ultraviolet 
pre-exposure  on  one  or  both  sides.  The 
consistency  that  is  especially  important 
to  four<olor  work  is  aided  by  plate  avail¬ 
ability’  and  automation,  keeping  coastant 
the  interval  between  the  first,  1  ^--second 
bump  exposure  and  the  main  exposure 
lasting  about  12  seconds.  Load  and 
unload  time  Is  held  to  lO-to-12  seconds. 
An  entire  cycle  runs  about  35  seconds. 

The  Chronicle  now  produces  60-to- 
70  plates  per  hour,  according  to  Chtrate. 
By  b<K)sting  pnxluction  to  between  1 50 
and  180  plates  per  hour  with  the  7SL, 
he  said,  the  Chronicle  will  be  able  to 
cut  back  fn)m  its  current  six  plate  burn¬ 
ers  to  three  —  all  fully  automatic. 

A  much  different  machine,  alst) 
intended  to  output  flexo  plates,  was 
announced  about  two  years  ago  but 
installed  only  two  weeks  before  Nexpo. 

TESTING  IN  DECATUR 

At  the  NAPP  Systems  Inc.  btxjth, 
senior  marketing  specialist  Tom  M(K)re 
said  the  computer-to-plate  imager  at  the 
Decatur,  111.,  Herald  &  Review  had 
begun  feasability  testing,  delivering  six 
to  eight  flexo  plates  per  hour. 

The  machine  serves  to  demonstrate 
the  technology’s  viability,  according  to 
NAPP’s  Dave  Roberts.  He  said  the  unit 
is  outputting  plates  and  some  have 
been  run  on  the  paper’s  KBA  Colormax 
press,  where  “we’re  already  seeing  an 
impnwement  in  registration.” 

While  no  plate  has  been  used  in  live 
prcxluction,  Roberts  said  such  a  test  is 
expected  soon. 

Roberts  attributed  part  of  the  delay  in 
getting  a  machine  into  Decatur  to  diffi¬ 
culties  with  the  laser  imaging  head’s 
original  eight-beam  design.  Decatur’s 
CTP  imager  now  uses  a  single  beam  — 
for  which  reason,  said  Roberts,  “the 
equipment  we  have  installed  there  is 
very  slow.” 

“Right  now,  we’re  doing  research 
with  three  or  four  other  companies  to 
qualify  them  for  partnerships,”  said 
Moore,  who  added  that  he  could  not 
disclose  their  names  or  other  details. 

NAPP’s  original  partner  on  the  pro¬ 
ject  was  Zed,  a  U.K.  firm.  But  in  a  tele¬ 


phone  interview  later,  Roberts  said,  “It 
kx)ks  like  we  won’t  be  partnering  with 
them.” 

In  a  new  partner,  NAPP  seeks  “an 
experienced  computer-toplate  compa¬ 
ny,”  said  Roberts.  He  said  his  company  is 
close  to  identifying  its  next  partner  — 
the  name  of  which  will  be  recognized 
in  the  newspaper  industry’. 

At  the  Newspaper  Flexo  Users  Group 
meeting  last  fall,  Roberts  explained  that 
the  drum  in  the  original  design  was  cre¬ 
ating  artifacts. 

The  project,  he  said,  switched  to  an 
internal  drum  owing  to  its  simpler 
optics  and  loading  and  because  an 
external-drum  machine  would  not 
image  80  plates  per  hour. 

The  new  NAPPflex  HS  plate  already 
provided  flexo  newspapers  with  smaller 
highlight  dots  and  more-open  midtone 
and  shadow  dots  in  about  one-third  the 
exposure  time.  By  Nexpo,  NAPP’s  sec¬ 
ond-generation  HS  was  well  into  field 
trials  and  almost  ready  for  release, 
according  to  Ron  Mattson.  He  and  oth¬ 
ers  at  NAPP  cited  trials  at  D)ndon’s 
Daily  Mail  and  at  four  mid-sized  U.S. 
dailies. 

In  its  b<K)th,  NAPP  showed  an  HS  II 
plate  imaged  on  Decatur’s  CTP 
machine.  The  plate  was  said  to  be 
tougher.  By  holding  smaller  dots,  it  is 
said  to  print  vignettes  better. 

NAPP  also  has  been  working  with 
KBA-Motter,  hunting  up  leads  for  its 
Colormax  SW  —  a  five-couple  single¬ 
wide  flexo  unit  with  common  impres¬ 
sion  on  three  color  print  couples. 

“There’s  been  a  lot  of  interest  this 
year  in  flexo  at  this  show  —  more  than 
in  past  years,”  said  Moore. 

Pointing  to  its  environmentally  friend¬ 
ly,  rub-free  printing  and  fine  color  repro¬ 
duction  without  show-through,  product 
specialist  manager  Edward  J.  Bennett 
called  flexo  the  only  process  that  “gives 
a  real  advantage  to  the  reader.” 

As  usual,  NAPP’s  btxXh  showcased 
fine  flexoprinted  pages  and  sections. 
As  evidence  of  the  quality  and  consis¬ 
tency  that  are  possible,  it  showed  sam¬ 
ples  of  a  Macy’s  ad  that  were  printed 
by  the  San  Francisco  Newspaper 
Agency  at  its  three  production  plants 
running  four  different  kinds  of  flexo 
equipment  manufactured  or  converted 
by  different  companies. 

Improvements  in  register  were  attrib¬ 
uted  to  the  move  to  four-pin,  mxbend 
lockups,  where  the  pins  on  the  film  are 
the  same  as  the  plate  pinning  on  press. 


‘Remote’  CTP 
At  Nexpo 

Almost  1 2  feet  long  and  over  se¬ 
ven  feet  high.  Western  Lithotech's 
two-ton  monster  may  be  the  biggest  and 
fastest  computer-toplate  machine  for 
newspapers,  imaging  1 .2  inches  per  sec¬ 
ond  at  1016  dpi  for  2(X)  plates  per  hour, 
or  an  inch  per  second  at  12(X)  dpi  for 
180  plates  per  hour. 

With  dailies  in  Boston  and  Dallas 
already  testing  units,  the  DiamondSetter 
sitting  on  the  Nexpo  show  floor  was 
headed  for  the  Chicago  Tribune  after  the 
annual  conference  and  exposition  closed 
last  month  in  New  Orleans. 

The  flatbed  machine  handles  two 
Western  Litho  plates  at  a  time  using  two 
receivers  and  two  frequency-doubled 
YAG  laser  heads  to  image  the  same  page 
or  diffferent  pages  (£6?P,June  22,  1996, 
p.  20).  Scan  width  is  13-67  inches  (large- 
format  model  scans  to  17.13  inches). 

DiamondSetter  features  include:  all 
non<'ontact  drives;  4(X)-plate,  red-light- 
loaded,  light-tight  cassettes:  pinless  edge 
register,  with  color  separation  register 
repeatability  of  -^/-0.(X)l  inch;  automatic 
slip  sheet  removal;  automatic  transport 
to  pitxressor. 

Full  plate  preparation  also  includes 
the  DiamondPlate  88  online  processor, 
which  pre\\’ashes,  develops,  rinses,  fin¬ 
ishes  and  dries  at  3  feet  f>er  minute,  with 
optional  filter  and  automatic  replenish¬ 
ment,  and  Western  Lithotech’s  Optical 
Punch  Bender  for  register-holding  one- 
step  notching  and  bending. 

At  Nexpo,  the  DiamondSetter  received 
page  transmissions  from  the  Autologic 
Information  International  booth  via  All’s 
APSCOM  —  a  .system  first  bought  by 
Western  Lithotech’s  hometown  St.  Louis 
Post-Dispatch  and  used  by  the  Dallas 
Morning  News  to  send  page  data  to  Lith- 
X-Pozers  in  its  suburban  Plano  plant. 

All’s  successor  to  one-way  Triple-I 
InfoFax  and  Autologic  APS-Fax  systems, 
APSCOM  electronically  compresses  and 
distributes  and  decompresses  and 
receives  dtxruments  at  one  or  more  sites, 
handling  pages,  ads  or  other  material.  It 
uses  a  database  to  manage  work  flow, 
offer  more  security  and  control  and  track 
publications,  editions,  even  sections. 
Software  options  include  digital  double 
burning,  page  pairing  and  a.s.sembling 
page  components. 

All  itself  continues  to  interface  to  the 
(See  CTP  on  page  65) 
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Vendors’ 

Appointments 


JERKY  BRAZNELL,  president  of  Heritage  Inks 
International  since  the  beginning  of  the  year,  takes 
on  the  additional  post  of  chief  executive,  with 
responsibility  for  charting  the  Edison,  N.J.,  compa¬ 
ny’s  long-term  direction. 

Braznell’s  43  years  in  the  industry  include  his 
family-owned  Braznell  Co.,  which  he  expanded 
into  INX  International,  where  he  retired  as  chair¬ 
man  last  year.  The  1985  winner  of  the  Ault  Award 
for  contributions  to  the  industry  resides  in  St. 

Louis,  where  he  is  involved  in  several  oi^nizations 
devoted  to  learning-disabled  children. 

Goss  Graphic  Systems  Inc., Westmont,  Ill.,  promot¬ 
ed  two  managers  to  vice  president. 

Newspaper  products  field  service  director 
MICHAEL  J.  BELLA  was  named  aftermarket  ser¬ 
vices  vice  president.  His  responsibilities  include 
newspaper  and  insert  press  commissioning  (start¬ 
up  and  acceptance),  training  programs,  field  ser¬ 
vice  and  maintenance,  parts  and  used  equipment. 

Before  joining  Goss  5^  years  ago,  Bella  was  vice 
president  and  production  director  for  the  Journal 
Times  Co.,  Springfield,  Va.,  one  of  the  earliest  Goss 
Colorliner  installations.  He  earlier  was  production 
manager  for  Madison  (Wis.)  Newspapers  and  press 
and  mailroom  superintendent  at  Chicago’s 
Southtown  Economist. 

Application  engineering  director  GREG  T. 

BLUE  was  named  project  management  vice  presi¬ 
dent,  in  which  position  he  serves  as  the  single 
point  of  contact  for  customers  within  the  order 
process.  His  organization,  which  includes  customer 
and  application  engineering,  directs  press  orders 
from  the  processing  phase  through  installation  — 
at  which  point,  Bella’s  group  takes  over. 

Blue’s  20-plus  years’  experience  includes  project 
management,  engineering-manufacturing  interface 
and  business  process  redesign  and  development. 

He  joined  Goss  in  1990,  serving  in  product  and 
project  management  and  sales  administration. 

HELGI SCHMIDT-LIERMANN,  who  had  shared 
chief  executive  responsibilities  for  MAN  Roland’s 
North  American  operations  with  Jan  Schwier, 
became  sole  CEO  earlier  this  month.  MAN  report¬ 
ed  that  Schwier  resigned  his  position  to  avail  him¬ 
self  of  business  opportunities  in  Germany  outside 
the  MAN  Group. 

The  change  at  the  top  comes  as  MAN  Roland 
Inc.  reorganizes  its  web-offset  and  sheetfed  busi¬ 
nesses.  To  facilitate  integration  of  the  two  divisions. 


MAN  put  MICHAEL  HELDT  in  charge  of  finance, 
legal,  accounting  and  controlling,  MIS  and  human 
resources  as  at^ting  chief  administrative  officer. 

Heldt  continues  as  transition  project  manager  in 
the  consolidation  of  Groton,  Conn.,  and  Westmont 
and  Lombard,  Ill.,  operations  at  a  single  suburban- 
Chicago  headquarters  —  potential  sites  for  which 
are  still  being  examined. 

Also,  MIKE  NEWHALL,  operations  vice  presi¬ 
dent  for  the  technical  web  business,  was  appointed 
general  manager  of  MAN’S  Groton  and  Midway, 
Conn.,  facilities.  He  reports  directly  to  Schmidt- 
Liermann  and  provisionally  to  Heldt. 

Applied  Graphics  Technologies  Inc.,  New  York, 
appointed  PETER  H.  KAUFMAKN  national 
account  sales  vice  president.  He  is  expected  to 
enlarge  the  sales  force  and  expand  the  company’s 
outsourced  facilities  management  services  to  major 
accounts,  woridng  closely  with  AGT’s  16  nation¬ 
wide  digital  prepress  centers. 

Kaufmann  has  held  various  sales  and  marketing 
positions  at  Wace  USA,  most  recently  as  New  York 
region  senior  vice  president.  Before  Wace  acquired 
Parkway,  he  was  sales  and  marketing  vice  president 
for  Parkway  U.S.  operations. 

Monotype  Systems  Inc.,  Rolling  Meadows,  Ill.,  hired 
four  persons  to  fill  positions  in  sales,  support,  ser¬ 
vice  and  administration. 

NICK  KORIAKIN,  most  recently  sales  director 
at  CompuText,  becomes  Monotype  sales  manager 
for  the  Western  U.S.  and  Canada.  Earlier  he  served 
as  Southeast  sales  manager  for  Information 
International  Inc.  and  Atex  Midwest  sales  manager. 

Graphic  Systems  support  engineer  LUIS 
RAMOS  assists  in  MGS3  and  PowerLink  installa¬ 
tion,  training  and  support.  The  trilingual  Ramos 
joined  Monotype  from  Cascade  Systems,  Andover, 
Mass.,  where  he  woriced  with  the  North  American 
staff  and  in  Latin  America. 

New  East  Coast  customer  service  representative 
DONALD  SCHRUMPF,  formerly  with  Ogden 
Newspapers, Wheeling,  WVa.,  brings  imagesetter 
installation,  trouble-shooting  and  repair  experience 
to  his  new  job  —  for  which  affiliate  Scangraphic 
trained  him  on  the  new  multimedia  Futuro  image¬ 
setter,  including  its  Dry  Tech  imaging  and  conver¬ 
sion  to  thermal  platesetting. 

CAROLINE  KENNEDY  is  the  company’s  new 
administrative  assistant,  helping  create  sales  quotes, 
system  configuration  drawings  and  direct  mailings. 


52  Editor  &  PiJBUSHER 


http://www.mediainfo.com 


July  19, 1997 


WHAT  YOU  NEED  TO  KNOW  ABOUT 


PUSH  TECHNOLOGY  and  E-COMMERCE 

2  NEW  EDITOR  &  PUBUSHER 
RESEARCH  REPORTS 

Available  August  1st 


DIGITAL  DEUVERY  OF  NEWS: 

A  HOW-TO  GUIDE  FOR  PUBLISHERS 

An  Executive  Report  on  "Push"  Technology 
Models  and  Revenue  Strategies 

■  By  Steve  Outing  &  Heidi  Anderson 


Although  it  is  widely  written  about,  "push"  delivery  of  news  from  Web 
sites  is  a  complicated  process.  Instituting  digital  delivery  services  from 
your  news  Web  site  involves  a  broad  array  of  technical  issues  and 
strategic  decisions.  This  report  is  designed  to  assist  top  managers  at 
newspapers  and  other  publishing  companies  in  understanding  exactly 
how  various  kinds  of  "push"  systems  work  as  well  as  how  they  can  be 
used  to  create  another  news-related  online  reader  service  and  revenue 
stream. 


E-COMMERCE  AT  YOUR 
PUBLICATION'S  WEB  SITE 

An  Executive  Guide  to  Systems, 
Strategies  and  Challenges 

By  B.G.  Yovovichl 


Electronic  commerce  -  the  act  of  conducting  sales  and  direct  financial 
transactions  over  the  Internet  -  is  widely  viewed  as  one  of  the  key  com¬ 
ponents  of  any  Web  publisher's  long-term  revenue  plans.  This  report 
provides  a  nuts-and-bolts  explanation  of  the  complex  and  rapidly- 
changing  technologies  of  e-commerce  as  well  as  a  detailed  overview  of 
the  systems  and  strategies  currently  being  used  to  support  such  activi¬ 
ties  at  publishing  and  product  marketing  Web  sites. 
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NCN'S  NEW  WEB 

SEARCH  ENGINE 


Turning  110^  Newspaper  Web  Sites  into  a  Single  Database 


by  Hoag  Levins 


Although 
originally 
designed  to 
allow 

consumers  to 
search  out 
sports  and 
entertainment 
articles,  a  test 
by  E&P 
Interactive 
found 

Neu>s  Works  to  be 
a  very  effective 
research  tool 
for  journalists 


Levins  is  editor  of 
MediaINFO.com  Web 
site,  magazine,  and 
Weekly. 


New  Century  Network  (NCN)  has  launched  a  pro¬ 
prietary  online  search  service  that  turns  the  Web 
pages  of  more  than  110  of  its  affiliate  newspa¬ 
pers  into  a  single,  searchable  database  updated 
hourly.  The  new  function,  called  “NewsWorks  Search,”  is 
accessible  at  www.newsworks.com. 

Built  with  “crawler”  and  search-engine  technology  developed  by  InfoSeek,  NewsWorks  Search 
went  live  as  part  of  the  larger  NCN  NewsWorks  gateway  Web  site  on  June  30.  And  although  the 
search  feature  was  originally  designed  by  NCN  to  lure  consumers  interested  in  searching  out 
recently  published  newspaper  stories  about  sports,  cooking  and  entertainment,  a  test  by  E&P  Inter¬ 
active  has  found  it  to  be  an  effective  research  tool  for  journalists. 

The  NewsWorks  search  engine  finds  and  retrieves  full-text  articles  from  1 10-H  newspaper  Web 
sites  ranging  from  those  of  the  Miami  Herald  and  Atlanta  Journal  and  Constitution  to  the  Boston 
Globe  and  Los  Angeles  Times.  Such  in-depth  searching  across  a  nationwide  collection  of  newspa¬ 
pers  was  previously  available  only  through  costly,  proprietary  information  services  such  as  Lexis- 
Nexis  or  Knight-Ridder’s  Dialog. 

Supported  totally  by  sales  of  banner  ads  displayed  on  each  page  of  search  results,  the  News- 
Works  Search  service  is  free  for  the  user.  No  registration  or  password  is  required. 

“We  are  the  only  entity  we  know  of  providing  this  kind  of  newspaper  resource  on  the  World 
Wide  Web,”  explained  NCN  creative  director  Christopher  Vail.  “We  were  aiming  for  something  as 
useful  as  it  was  unique.” 

Custom  Crawler  in  an  Endless  Cycle 

NewsWorks  Search  employs  a  custom  crawler  that  visits  each  page  of  each  newspaper  site  in 
an  endless  cycle.  The  crawler,  which  recognizes  any  changes  since  its  last  visit,  indexes  any  new 
text  content  contained  on  the  “public”  pages  of  a  newspaper  Web  site.  It  does  not  access  for-pay 
news  archives  behind  fire  walls.  Thus,  the  actual  response  from  each  site  can  differ.  Some  news¬ 
papers  have  only  their  most  current  news  on  public  Web  site  pages  and  all  their  archived  stories 
behind  a  fire  wall.  Others  maintain  large  archives  along  with  current  news  on  their  public  pages. 

It’s  particularly  useful  for  journalists  because  it  provides  an  economical  way  to  quickly  gather 
news  facts  on  any  given  issue  from  across  the  entire  country.  For  instance,  imagine  you’ve  assigned 
a  reporter  to  do  a  story  involving  disaster  insurance  trends  in  tornado  areas,  or  local  government 
response  to  tornado  disasters.  The  first  thing  the  reporter  needs  to  do  is  establish  where  tornadoes 
have  recently  occurred. 
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In  NewsWorks  Search,  the  combined  terms 
“tornado”  and  “damage”  bring  up  359  news¬ 
paper  articles  about  the  damage  caused  by 
tornadoes.  The  search  screen  also  allows  the 
user  to  sort  the  articles  by  date,  so  it’s  easy  to 
browse  through  several  dozen  of  the  most 
recent  items. 

The  results  from  this  particular  search 
include  highly  detailed  articles  about  the 
recent  tornadoes  in  Texas,  a  personal  account 
of  a  researcher  chasing  tornadoes  through 
Georgia,  a  story  about  the  cluster  of  twisters 
that  ripfxrd  across  southeastern  Indiana  in 
June,  a  survey  of  tornado  damage  suffered 
throughout  Wisconsin,  and  details  of  the 
twisters  that  touched  down  in  Broward 
County,  Fla.,  three  weeks  ago. 

Or  imagine  you’ve  been  assigned  to  write 
a  story  about  the  recent  flap  caused  when 
both  Microsoft  and  CBS  denied  Neu'  York  Post 
and  Associated  Press  stories  that  they  were 
negotiating  a  possible  merger.  A  search  in 
NewsWorks  on  “Microsoft”  and  “CBS”  returns 
166  articles  —  providing  a  broad  sample  of 
the  facts  and  commentary  developed  around 
the  issue  by  other  news  organizations  in 
recent  days. 

A  search  on  just  the  term  “Microsoft” 
shows  3,519  hits.  By  crossing  this  term  with 
other  terms,  like  “WebTVT  “Internet,”  or  “earn¬ 
ings,”  it’s  possible  to  have  NewsWoiks  Search 
bring  up  the  most  recent  newspajjer  stories 
about  Microsoft’s  activities  in  a  broad  range  of 
specific  business  areas. 

Result  of  New  NCN  Partnerships 

Headquartered  in  New  York  City,  NCN  was 
formed  in  1995  by  a  consortium  of  nine 
newspaper  companies  to  support  the  news¬ 
paper  industry’s  advance  into  the  online  news 
business.  Although  funded  with  $9  million 
dollars  by  its  sponsors,  NCN  floundered  badly 
during  its  first  year,  unable  to  define  its  actual 
purpose  or  field  any  meaningful  Internet 
functions  for  its  affiliate  papers.  Then,  last 
spring,  it  installed  fonner  Home  Box  Office 
Inc.  executive  Lee  deBoer  as  its  new  CEO.  He 
instituted  a  sweeping  reorganization  that 
included  the  signing  of  new  partnership  deals 
with  some  of  the  large  Internet  technology 
firms  like  Zip2,  NetGravity,Junglee  Corp.  and 
InfoSeek.  It  also  included  the  hiring  of  more 
than  50  new  employees,  many  from  high-level 
positions  in  newspapers,  magazines  and  tele¬ 
vision. 

InfoSeek,  of  Sunnyvale,  Calif.,  is  best  known 
for  its  popularWorld  Wide  Web  search  engine 
of  the  same  name. 

Several  months  ago,  when  InfoSeek 
decided  to  license  and  customize  its  propri¬ 
etary  crawler  and  search  engine  software  for 
outside  corporate  clients,  NCN  was  one  of  the 
first  takers. 


Commentary 

WOUNDED 

WEB  SITE 

The  Sad  State  of  "Dark  Alliance" 

by  David  Noack 

Wounded  and  tattered,  the  San  Jose 
Mercury  NieM's’“Dark  Alliance” Web 
site  limps  on  as  one  of  c'yberspace's 
most  unusual  journalistic  landmarks. 

The  original  series,  linking  the  CIA, 
Nicaraguan  contras  and  the  spread  of  crack 
through  America’s  ghettos,  was  the  first  major 
effort  by  a  newspaper  to  harness  the  ’’multi¬ 
plier  effect”  of  the  Internet  to  propel  a  story 
far  beyond  normal  circulation  boundaries. 

But  almost  a  year  later,  the  "Dark  Alliance" 
Web  site  has  been  dramatically  altered  by 
nearly  constant  backpedaling,  debate,  qualifi¬ 
cation  and  journalistic  criticism. 

Shortly  after  the  articles  were  published, 
the  paper  changed  the  series’  logo  —  air-brush¬ 
ing  out  the  CIA  seal  and  eliminating  one  of  the 
two  elements  of  the  “Dark  Alliance”  title.  As 

papers  such  as  the  Neu'  York  - 

Times  and  Washington  Post  ^ 
began  to  publish  charges  of  the  I  j 

series’  inaccuracies,  those  critical 
stories  were  linked  to  a  new  “epi- 
logue”  section  added  to  the  “Dark  ^  ( 

Alliance”  site.  Then,  the  execu¬ 
tive  editor  of  the  Mercury  News 
wrote  a  column  taking  issue  with 
key  aspects  of  his  own  series  and 
that  column  has  been  promi-  Applical 

nently  linked  to  almost  all  sec-  ^ 

tions  of  the  Web  site.  Japan  fc 

The  end  result  is  that  the  Web  joumalis 

site  now  functions  as  a  vivid  —  dependi 

and  apparently  permanent  —  projects 

public  reminder  of  the  embar-  eight  joi 

rassing  errors  and  misjudgments 
made  by  the  Knight-Ridder  Dei 

newspaper’s  editorial  managers. 

Gary  Webb,  the  investigative 
reporter  who  wrote  the  series.  Interna 

told  E&P  Interactive  he  was  151 

“amazed”  that  the  editor’s  col-  Y 

umn  has  been  made  “required” 
reading  in  order  for  someone  to 
see  any  part  of  the  Web  site 
series.  “I  jokingly  told  a  friend 

recently  1  wouldn’t  be  surprised  - 

if  they  put  a  skull  and  crossbones 

over  the  site  soon,”  he  said.  4 


In  Short 

Computer  Gunned  Down 
AP  reports  that  a  43-year- 
old  resident  of  Issaquah, 
Wash.,  surrendered  to 
police  after  shooting  the 
computer  in  his  home 
office  last  week.  Police 
evacuated  and  surrounded 
the  building  before  the 
man  ultimately  put  down 
his  weapon  and  came  out. 
Authorities  speculated  that 
the  gunman  was  angry 
because  the  computer 
failed  to  boot  properly. 


Journalism 
Fellowships 
in  Japan 

Applications  are  now  being  accepted 
for  a  two-week  working  fellowship  in 
Japan  for  U.S.  newspaper  and  radio 
journalists.  The  program  includes  in¬ 
dependent  writing  and  research 
projects  and  covers  all  costs  for  the 
eight  journalists  selected. 

Deadline:  August  15, 1997 

For  applications,  contact: 
International  Center  for  Journalists 
1 6 16  H  St,  NW,  Third  Floor 
Washington,  DC  20006 
Tel:  (202)  737-3700 
Fax:  (202)  737-0530 
E-mail:  editor@icQ.org 

International 


July  19, 1997 


Noack  is  associate  editor  of 
MediaINFO.com  Web  site, 
magazine  and  Weekly. 

http://www.mediainfo.com 
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In  Short 

New  "Event"  Web  Site 
Real  Media  Inc.  and  Jour¬ 
nal  Square  Interactive 
have  launched  a  new 
aggregated  news  "event" 
Web  site  for  the  July  27 
American  Bowl  game 
between  the  Chicago  Bears 
and  Pittsburgh  Steelers. 
Sponsored  by  the  NFL  and 
Go  Ireland,  it  features  cov¬ 
erage  from  the  Pittsburgh 
Tribune-Review  and  Chicago 
Sun-Times.  http://ab97. 
realmedia.com/ab97. 


Correction:  Corvallis,  Ore. 

The  June  21  issue  of  E&P 
named  the  publisher  of  the 
Corvallis  Gazette-Times  as 
"Cary"  rather  than  Gary 
Sawyer.  Sawyer  disagreed 
with  the  headline,  "Lee 
Newspaper  Closes  Web 
Site."  Although  all  Web 
staff  positions  have  been 
eliminated  and  online 
news  publication  ceased 
on  June  12,  the  G-T  Web 
site  maintains  online  clas¬ 
sified  ads. 


Web  Site  Review 


NEWS  FROM  THE 

OX  CORRAL 

The  Tombstone  Tumbleweed:  www.theriverxom/tombstonenews 


Hearst Newspapers  OmEEm(S 

Albany  Times  Union  www.timesunion.com 
Beaumont  Enterprise  www.ent-net.com 
Edwardsville  Intelligencer  www.edwpub.com 
Houston  Chronicle  www.houstonchronicle.com 
Midland  Reporter-Telegram  www.mrt.com 
Laredo  Morning  Times  www.lmtonline.com 
Plainview  Daily  Herald  www.texasonline.net 
San  Antonio  Express-News  www.express-news.net 
Huron  Daily  Tribune  www.hdtinfo.com 
Midland  Daily  News  www.mdn.net 

San  Francisco  Examiner  www.examiner.com 
Seattle  Post-Intelligencer  www.seattle-pi.com 
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It  certainly  is  a  different  approach  to  cir¬ 
culation  building  —  having  Wyatt  Earp 
selling  subscriptions  to  your  print  edi¬ 
tion.  But  then,Tombstone,Ariz.,  never  was  an 
ordinary  kind  of  place  and  the  Tombstone 
Tumbleufeed’sWch  site  takes  full  advantage  of 
that  historical  fact. 

The  Tumbleweed,  the  official  newspaper 
of  the  town,  employs  a  staff  of  four,  only  one 
of  whom  works  on  its  Web  site.  Pat  Koester, 
newspaper  publisher,  Web  site  manager,  and 
occasional  floor  sweeper,  estimates  she 
spends  an  hour  or  two  a  week  updating  the 
HTML  pages.  Along  with  current  news,  the 
2,000-circulation  print  weekly  fills  its  pages 
with  large  amounts  of  historical  lore  from  its 
golden  era  in  the  heyday  of  the  Wild  West. 

Unpublished  Earp  Letters 

For  instance,  on  July  3,  the  print  Tumble¬ 
weed  began  a  new  series  featuring  previously 
unpublished  letters  of  Wyatt  Earp  —  its  most 
illustrious  former  resident  —  and  while  the 
Web  site  highly  touts  these  historical  docu¬ 
ments,  it  does  not  publish  any  of  their  con¬ 
tent.  Instead,  it  instructs  interested  online 
readers  to  subscribe  to  the  print  edition  so  as 
not  to  miss  this  or  any  other  of  the  newspa¬ 
per’s  historical  publishing  coups. 

The  intent  of  this  Web  site  is  not  to  rack  up 
hit  counts,  deliver  late-breaking  news  or  over¬ 
whelm  visitors  with  content.  Instead,  it  exists 
primarily  as  a  circulation-boost¬ 
ing  gimmick  celebrating  the  fron¬ 
tier  town’s  notoriety  as  the  place 
^  op  where  Deputy  Marshall  Earp,  his 

JIMHUOIKS  brothers  and  the  local  den- 

sunion.com  **hot  it  out  with  the  Clanton 

nt-net.com  the  O.K.  Corral. 


Subscription  Strategy  Working 

And  the  strategy  appears  to  be 
working.  According  to  Koester, 
the  Tumbleweed  print  edition 
has  subscribers  scattered  across 
42  states  and  eight  foreign  coun¬ 
tries,  many  of  whom  first 
encountered  the  newspaper 
through  its  history-heavy  Web 
site. 

http://www.medi.tinfo.com 


Legend  has  it  that  the  town  got  its  name 
when  someone  rematked  to  its  first  settler,  Ed 
Schieffelin,  that  the  only  thing  he  would  find 
in  the  remote  spot  20  miles  east  of  the  San 
Pedro  river  would  be  his  own  tombstone. 

Priding  itself  as  “The  Town  Too  Tough  To 
Die,”  it  has  a  population  today  of  about  3,435. 

Tourism  is  the  town’s  primary  industry 
and  the  Web  site  also  focuses  on  that.  One  sec¬ 
tion  of  the  site,  called  “Tombstone  The  Town,” 
includes  photographs  and  descriptions  of 
some  of  the  most  legendary  spots,  along  with 
contact  information  for  the  Tombstone  Cham¬ 
ber  of  Commerce.  All  the  photographs  in  this 
section  as  well  as  on  the  home  page  appear  in 
brown,  wooden-like  frames  that  evoke  a  sense 
of  history. 

1880s  Journal 

The  most  enticing  historical  section  of  the 
site  features  Emited  portions  of  the  daily  jour¬ 
nal  of  George  Whitwall  Parsons,  a  wanderer 
who  chronicled  almost  seven  years  of  Tomb¬ 
stone  life  beginning  in  1880. 

The  Tombstone  Tumbleu’eed  has  exclu¬ 
sive  serial  rights  to  the  journal,  and  has  pub¬ 
lished  the  full  text  as  a  series  in  the  print  edi¬ 
tion  much  as  it  is  now  doing  with  the  Earp  let¬ 
ters.  A  work  of  amazing  scope,  Parsons’  jour¬ 
nal  provides  a  vivid  look  at  the  daily  details  of 
Wild  West  life  that  no  third-person  historical 
account  could  match. 

Present-Day  Marshal's  Log 

The  Web  site  also  includes  excerpts  from 
the  current  “Marshal’s  Log,”  better  known  to 
most  city  slickers  as  the  police  blotter.  These 
reports  cover  incidents  throughout  Cochise 
County,  from  underage  drinking  in  a  parked 
car  to  a  tourist  who  “accidentally  shot  himself 
in  the  finger  ”  with  the  semi-automatic  he  was 
carrying. 

But  the  Web  site  version  of  the  Marshal’s 
Log  is  only  updated  monthly,  and  only  in  part. 
To  get  the  rest  —  including  some  of  the  juici¬ 
est  items  —  you  guessed  it.  Subscribe  to  the 
print  edition. 

Mitchell  is  a  freelance  writer  who  lives  in 
Boston. 
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Just  one  of  the  hot  topics  of  this  informative  conference 


Let’s  face  it.  The  print  and  online  staffs  Procedures,  Demographics,  Technology 
very  often  seem  to  work  as  and  more.  Designed  especially  for  Web 
competitors  rather  than  employees  of  Journalists.  It’s  a  conference  that  will 
the  same  company.  And  that’s  not  good,  positively  affect  your  future. 

The  frontline  stress  of  reporters  and  copy  .  lUn  — 

editors,  additional  and  new  responsibilities  Sponsored  by:  y|j 

and  an  underlying  fear  of  “scooping”  are 
feeding  this  industrywide  feeling  of 
distrust.  Bob  Ryan,  director  of  Mercury 
Center,  conducts  this  session  of  the 
conference  with  helpful  real  examples  and 
tips  on  how  to  get  the  two  staffs  to 
coooperate  and  elevate  the  newsgathering 
integrity  of  the  company. 

Plus  ...  respected  industry  leaders  conduct 
sessions  on  Ethics,  Content,  Graphics, 


A  Special  Conference 


To  register,  or  for  complete  details  contact: 
Michael  Troxler  •  (212)  675-4380,  ext.  285 
•  Fax:  (212)  929-1894 
•  E-mail:  michaelt@inediainfo.com 
•  Register  on  our  Web  site  at 
http  ://www.m  ediainfo.com 
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1  New  York  Times 

188.713 

12.512 

2.357 

7,034 

12,799 

16.036 

3,169 

560 

3,444 

1,551 

11,107 

77,256 

2,976 

37.912 

2  Los  Aiifteles  limes 

205.033 

7.635 

25.071 

5,674 

10,746 

9,235 

801 

1,308 

3,428 

4,469 

4,830 

107,512 

2,765 

21,559 

5  Washington  Post 

121.218 

7.021 

22.747 

5,654 

22.986 

5,133 

917 

379 

2.849 

1.312 

3,312 

21,985 

2.186 

24,737 

4  New  York  Daily  News 

72.393 

5.528 

2.735 

4,731 

9,107 

1,225 

14 

84 

1,771 

2,489 

480 

25.997 

1,567 

16.665 

5  Chicago  Tribune 

108.870 

7.836 

18.625 

7,605 

9,474 

7,872 

854 

1.047 

4.659 

1.713 

2,242 

24,283 

1.811 

20.849 

6  Newsday 

95.743 

3.757 

7.597 

5,907 

32,025 

1.091 

168 

169 

433 

2.988 

1,489 

21.951 

3.241 

14,927 

7  Houston  Chronicle 

72.738 

6.957 

10.881 

376 

5,761 

2,278 

518 

426 

608 

2.377 

2,325 

18.409 

786 

21.036 

8  San  Francisco 

Chronicle 

82.294 

4.970 

6.187 

1,443 

7.881 

9,736 

1,280 

1,174 

3.723 

2,742 

1,860 

25.800 

1,349 

14.149 

9  Chicago  Sun-Times 

64.617 

4.800 

7,283 

7,316 

7,988 

805 

30 

1.063 

3.538 

539 

308 

18.921 

1.121 

10.905 

10  Dallas  Morning 

News 

79.071 

5.876 

6,348 

995 

9,642 

3,966 

734 

656 

4.679 

1,689 

2,215 

17.988 

1,972 

22,311 

II  Phoenix  Arizona 
Republic 

72.253 

4.992 

11.139 

1.583 

5,245 

2.862 

194 

503 

2,313 

9.244 

1.553 

15,310 

1,277 

16,038 

12  Boston  Globe 

111.184 

7.474 

7,482 

5,346 

11,719 

8.344 

957 

877 

11.218 

4,538 

4,952 

21,797 

3.626 

22.854 

15  New  York  Post 

68.142 

3.404 

1.481 

4.703 

9,982 

280 

14 

64 

3.028 

1.%1 

1,016 

18.622 

11.108 

12,479 

14  Philadelphia 

Inquirer 

84.275 

5.044 

3.894 

9,570 

18.251 

5,665 

631 

483 

2,527 

3.845 

1,546 

19.840 

508 

12,471 

15  Newark  Star-Ledger 

88.065 

6.222 

6,387 

9.332 

21.800 

366 

287 

320 

2.075 

7,213 

1.614 

12,805 

1,509 

18.135 

16  Cleveland  Plain 

Dealer 

57.850 

3.696 

4,905 

6,219 

13,467 

504 

656 

742 

5,403 

1,524 

11.326 

485 

8.923 

17  San  Diego  Union- 
Tribune 

83.787 

2.143 

15,852 

2.116 

8.201 

1,737 

530 

37 

l.%3 

3,946 

1,734 

18.132 

1,193 

26,203 

18  Detroit  Free  Press 

39.596 

1.779 

8.317 

827 

2,212 

3,223 

112 

357 

673 

626 

14,309 

622 

6,539 

19  St  Petersburg  Times 

38.244 

5% 

5,228 

1.331 

9,735 

458 

564 

491 

506 

2,264 

6,572 

1.562 

8,937 

20  Miami  Herald 

66.809 

2.978 

5.261 

1.687 

12,856 

1,175 

682 

761 

1.299 

2,048 

1,949 

15.560 

2.716 

17,837 

Top  20  Sunday  Newspapers 
Ad  Inches  in  Selected  National  Categories* 

Jan.-May  1997  -  Full  Run  ROP,  excluding  preprints 


NEWSPAPER 

TOTAL 

Airlims 

Auto  Daalar 
Asaociations 

Factory 

Automothro 

Banks 

Computers  & 
Software 

Credit 

Cards 

Foods 

Household 

Hotels  & 

Resorts 

Insurance 

Investments 

Motion 

Pictures 

TnvtlS 

Tourism 

Utilttrasft 

Corarm 

1  New  York  Times 

150.028 

9.812 

10,182 

6,160 

5,467 

746 

2,087 

889 

21,133 

389 

10,332 

35,422 

37,670 

9,739 

2  Los  Angeles  Times 

101.612 

6.265 

7,607 

852 

4,104 

452 

31 

760 

18,955 

503 

2.314 

28,823 

21,365 

9,581 

3  Washington  Post 

47,517 

3,750 

2,667 

961 

6,757 

524 

352 

6,527 

234 

1,518 

6,927 

12  639 

4,661 

4  Chic^^  Tribune 

83.403 

4,766 

10,419 

6,261 

2.447 

725 

122 

10 

11,132 

480 

1,553 

8,886 

22,997 

13,605 

S  Philadelphia 

Inquirer 

61.528 

2,753 

2,492 

4,688 

13,931 

448 

181 

524 

6,257 

2,089 

1,504 

6,261 

14,789 

5,711 

6  New  York  Daily  News 

36,542 

2,679 

819 

1,221 

1,168 

273 

42 

6,793 

506 

336 

8,133 

8,125 

6,447 

7  Dallas  Morning  News 

54,314 

3,836 

1,777 

368 

5,600 

642 

17 

114 

5,847 

1,114 

1,472 

5,951 

15,114 

12,462 

8  Detroit  News  &  Free 

Press 

38,410 

4.173 

8,181 

893 

1,548 

406 

32 

18 

2,494 

124 

327 

4,971 

9,726 

5,517 

9  Boston  Globe 

85,674 

4,203 

8,107 

3,034 

10,027 

971 

221 

21 

14,023 

1,747 

1,147 

6,015 

23,869 

12,289 

10  Houston  Chronicle 

36.609 

3,427 

1,325 

135 

3.978 

518 

68 

60 

2,423 

1,043 

1,174 

4,600 

10,322 

7,536 

11  Atlanta  Journal 

Constitution 

49,353 

2,989 

3,132 

1,944 

3,345 

1,086 

17 

4,342 

313 

1.448 

5,446 

19,442 

6,849 

12  Minneapolis  Star 
Tribune 

43,231 

2,410 

2,639 

360 

4,445 

400 

338 

8,733 

936 

1,948 

4,360 

12,465 

4,197 

13  Newsday 

46.835 

2,161 

2,473 

2,044 

5,979 

448 

18 

8,243 

553 

295 

7,276 

14,963 

2,382 

14  San  Francisco  Exam 

&  Chron 

56.386 

3,740 

2.015 

238 

1,583 

724 

586 

14,866 

502 

1,528 

6,918 

16,924 

6,762 

15  Newark  Star-Le<4^r 

63,438 

3,098 

4,197 

3,511 

15,346 

133 

15 

24 

10,920 

1,217 

1,564 

3,330 

18,141 

1,942 

16  Mioenix  Arizona 
Republic 

54,473 

3,173 

3,368 

505 

4,585 

598 

232 

279 

10,348 

9,447 

1,566 

4,057 

9,429 

6,886 

17  ^  Louis  Post- 
Dispatch 

26,378 

2,267 

3,374 

248 

2,077 

135 

6 

22 

2,633 

143 

729 

3,484 

6,747 

4,513 

18  Cleveland  Main  Dealer 

41,728 

1,739 

2,769 

1,815 

5,722 

421 

601 

1,477 

4,282 

593 

3,456 

12,686 

6,167 

19  Seattle  limes/ 
Post-intelligencer 

46,626 

4,067 

1,413 

105 

3,189 

623 

187 

4,182 

702 

1,218 

5,563 

19,764 

5,613 

20  Miami  Herald 

31.510 

2,477 

2,831 

427 

3,097 

2,942 

292 

668 

4.952 

10,855 

2,969 

'Newspapers  are  listed  by  circulation  based  on  Audit  Bureau  FAS-FAX  report  for  tbe  period  ending  March  31, 1997. 
Ad  data  provided  by  Competitive  Media  Reporting. 
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Top  20  Daily  Newspapers 
Ad  Inches  in  Selected  Retail  Categories’ 

Jan.-May  1997  -  Full  Run  ROP,  excluding  preprints 


NEWSPAPEH 

TOTAl 

Affmia 

Acensvrivs 

AiMSuMh/ 

ftopair 

Booksa 

SUliMVffV 

BuiMiiia 

Matarials 

Cowpiilir 

Stem 

EtocliMics 

DvvwtMwl 

Stem 

OttCOMM 

SlarM 

Dmi 

Smrts 

FaW 

Smtm 

FanliVlfaa 

AccMsarita 

Smm 

OllictSawiT 

SIMM 

Svoma 

Tw» 

1  Kew  York  Times 

147.581 

14.267 

15 

4,897 

312 

19.036 

11.378 

50.578 

1,142 

445 

387 

25.345 

9.646 

6,157 

3.976 

2  Los  .^geles  Times 

285.053 

4.209 

6.751 

%5 

2.282 

8.473 

43.593 

133.210 

6.930 

743 

18.326 

25.443 

1.103 

14,265 

18.760 

5  Washington  Post 

260.064 

12,924 

2,050 

483 

8.251 

11.698 

29.401 

91.238 

6.242 

1.601 

23.409 

55,820 

2.549 

6.817 

7.581 

4  New  York  Daily  !4ew5 

141.306 

5,427 

8.870 

49 

3.411 

1.903 

38.644 

40.314 

1.551 

395 

7.854 

26.9% 

502 

2.624 

2.766 

9  Chicago  Tribune 

162.208 

8.073 

1.152 

588 

3,378 

8.993 

22.034 

48.423 

7,555 

1.892 

2.847 

38.157 

2.624 

5.981 

10.511 

6  Newsday 

180.362 

8.439 

4.700 

166 

4,229 

5.078 

58.142 

48.764 

6.517 

925 

1.638 

26.427 

1.323 

8.203 

5.811 

7  Houston  Chronicle 

297.303 

18.819 

3.136 

599 

10.827 

9.069 

24.843 

108.221 

10.210 

313 

11.815 

75,698 

2,423 

8.160 

13.170 

8  San  Francisco 

Chronicle 

119.387 

3.331 

1.398 

725 

574 

5,103 

10.640 

55.529 

5.078 

2.658 

313 

18.008 

562 

10.038 

5.430 

9  Chicago  Sun-Times 

89.423 

5.119 

5.498 

9 

5.516 

940 

24.293 

17.774 

4,335 

357 

3.036 

14.254 

261 

4.850 

3.181 

10  Dallas  Morning 

News 

295.741 

13,476 

1,990 

737 

9.548 

10.373 

23.103 

107,834 

9,462 

418 

37.981 

57.526 

2.386 

12.454 

8453 

11  Phoenix  Arizona 
Repubik 

213.963 

5.622 

4.091 

306 

13.142 

5,405 

17,310 

71.017 

3.843 

566 

10.310 

67.909 

1.226 

5,351 

7,865 

1 2  Boston  Globe 

171.110 

8.498 

843 

2.660 

2.981 

5.796 

14.082 

79,561 

10.443 

1.648 

4,785 

21,938 

3.246 

5.178 

9,451 

13  New  York  Post 

58.912 

5.028 

378 

108 

931 

4.824 

29,931 

1.393 

2.068 

746 

1.540 

7.381 

833 

791 

2.960 

14  Philadelphia 

Inquirer 

186.755 

6.276 

1.921 

102 

2,817 

16.085 

9.602 

95.625 

2.341 

919 

2.835 

37,765 

1.576 

4.314 

4.577 

15  Newark  Star-Ledger 

196.253 

11.856 

2.763 

162 

4.344 

5.727 

56.428 

50,473 

7.254 

1.486 

5,135 

36.432 

1.791 

6,777 

5.630 

16  Cleveland  Plain 

Dealer 

142.780 

4.309 

2.822 

475 

4.939 

1.681 

8.766 

55.895 

4.033 

1.407 

21.161 

28.014 

733 

4.762 

3.783 

17  San  Diego  Lnion- 
Tribune 

247,426 

3,952 

6.368 

405 

5.076 

17.649 

49.356 

76,419 

4.114 

386 

18.142 

35.636 

2,373 

6.322 

21.228 

18  Detroit  Free  Press 

87,147 

3.343 

1,531 

88 

6.073 

1.686 

25.544 

22,738 

4.449 

979 

2.065 

6.001 

365 

6.594 

5.691 

19  St  Petersburg  Times 

135.959 

3.489 

3.360 

1,595 

3.579 

2.110 

15.128 

38.515 

17.318 

266 

4.480 

31.998 

1.185 

6.820 

6.116 

20  Miami  Herald 

202.960 

3.133 

1.398 

41 

3.846 

4,435 

67,751 

55.048 

7.914 

312 

3.252 

45.184 

640 

6.811 

3.195 

Top  20  Sunday  Newspapers 
Ad  Inches  in  Selected  Retail  Categories' 

Jan.-May  1997  -  Full  Run  ROP,  excluding  preprints 


NEWSPAPER 

TOTAL 

Appania 

Acensorias 

AalaSavvIf/ 

Rapatr 

Books  & 
Statwoory 

BaiMiafl 

Maleriali 

Siam 

CoBiaaiar 

Elacvaaics 

DopoitmoiN 

Stom 

Diwoaal 

Slant 

Oia, 

Slant 

FaaV 

Slant 

FamilMra  A 
Acemsoews 

Slam 

Offica  Saw  ly 
Slant 

Sports  A 
Tayt 

1  New  York  Hmes 

72.409 

7,204 

883 

84 

3.367 

5,750 

38,246 

557 

37 

10.806 

4.456 

769 

250 

2  Los  .Angeles  Hmes 

66.818 

2.858 

4,637 

2.048 

429 

1.051 

5.683 

31,079 

806 

371 

5.745 

6,097 

683 

3.501 

1.830 

3  Washington  Post 

60.728 

2,326 

4,867 

1,526 

513 

453 

1,247 

18.811 

2.267 

4.491 

11.934 

9,451 

884 

1,077 

881 

4  Chk^to  Tribune 

54,292 

2.464 

3,453 

2,075 

929 

1.479 

2.507 

18.333 

2.118 

1.163 

411 

12.834 

522 

4.828 

1,176 

5  Philadelphia  Inquirer 

80.284 

909 

5,436 

472 

939 

1,747 

18.645 

18.852 

1.158 

4.191 

2.649 

23.149 

275 

1,047 

815 

6  New  York  Dally  News 

56.576 

1.004 

4.048 

567 

2,972 

13,743 

5.808 

1,674 

2.663 

9.894 

13.636 

105 

462 

7  Dallas  Morning  News 

8  Detroit  News  &  Free 

145,322 

1.802 

5,491 

525 

758 

3,765 

14.959 

41.634 

1,445 

30 

42.573 

8.493 

506 

3.620 

19.721 

Press 

30.946 

430 

964 

43 

3.898 

192 

4.975 

6,797 

1.495 

92 

2,377 

5.236 

28 

2.531 

1.888 

9  Boston  Globe 

75.542 

3.064 

2.302 

1.469 

2.646 

2.170 

2.331 

27.175 

1.395 

1.834 

19 

21.950 

2,738 

2.412 

4,037 

10  Houston  Chronkle 

11  Atlanta  Journal 

122.836 

6.615 

4,747 

677 

901 

3,509 

11.074 

40.806 

2,994 

108 

7,031 

20.763 

940 

3.020 

19.651 

Constitution 

66,377 

2.059 

5,479 

406 

237 

2,761 

3,247 

24,305 

9,317 

418 

7.671 

6.158 

725 

2,212 

1.382 

12  Minneapolis  Star 

Tribune 

41,507 

787 

3,544 

294 

3.141 

540 

380 

6,991 

4,415 

1.764 

8.206 

6.421 

383 

2,078 

2,563 

13  Newsday 

14  San  Francisco  Exam 

48,937 

1.089 

750 

18 

1,563 

1,302 

11.991 

9,733 

2.488 

211 

254 

15.844 

630 

2.256 

808 

&  Chron 

53,449 

1.684 

2,629 

1.679 

567 

882 

2.856 

24,978 

702 

10 

7% 

11.394 

978 

3.133 

1.167 

15  Newark  Star^Le<^ger 

16  Phoenix  Arizona 

71,217 

2,351 

2.919 

109 

2.136 

3,549 

11.621 

12.792 

3,555 

3,923 

13.206 

10.909 

339 

2,317 

1.491 

Repubik 

58,731 

342 

3.954 

44 

2.325 

3.664 

3.107 

20.151 

1,167 

317 

6.094 

11.137 

867 

1.644 

3.918 

17  St  Louis  Post- 

Dispatch 

27.506 

209 

2.456 

% 

854 

435 

12 

13.5% 

1.381 

15 

2.930 

2.844 

3 

2.424 

251 

18  Cleveland  Plain 

Dealer 

43.836 

763 

3,562 

170 

4,929 

188 

551 

15,077 

1.511 

5.182 

3,071 

2.616 

153 

4.798 

1.265 

19  Seattle  Hmes/ 

Post-Intelligencer 

43.174 

1.687 

3.166 

462 

838 

3.151 

4.408 

15.5% 

1,720 

503 

460 

6.431 

434 

2,927 

1.391 

20  Miami  Herald 

69,332 

543 

3.010 

7 

313 

824 

26.714 

18.731 

762 

24 

1,717 

11.790 

954 

3.381 

562 

'Newspapers  are  listed  by  circulation  based  on  Audit  Bureau  FAS-FAX  report  for  the  period  ending  March  31, 1997. 
Ad  data  provided  hy  Competitive  Media  Reporting. 
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Leading  Edge 

Continued  from  page  6 

♦  Is  diversification  the  right  strategy 
for  you? 

Diversification  proponents  often 
answer  yes  to  many  of  these  questions: 

♦  Do  you  believe  the  growth  potential 
of  new  media  significantly'  exceeds  that 
of  traditional  media? 

♦  Do  you  fear  immediate  competition 
in  your  local  market  from  a  national  com¬ 
petitor,  such  as  Amerca  Online’s  Digital 
Cities,  Microsoft’s  Sidewalk  or  Auto-By- 
Tel? 

♦  Do  you  believe  online  services  are  a 
new  medium,  with  possibilities,  prob¬ 
lems  and  business  models  that  are  funda¬ 
mentally  distinct  from  those  of  tradition¬ 
al  media?  Do  you  think  new  media  arc  as 
different  from  newspapers  as  television 
or  radio? 

♦  Do  you  have  union  constraints 
which  make  it  difficult  or  impossible  to 
increase  or  shift  the  responsibilities  of 
existing  staff? 

♦  Is  your  organization  a  well-defined 
hierarchy  with  employees  who  have  lit¬ 
tle  or  no  exp>erience  in  collaborating  or 
working  together  on  new  projects  as 
parts  of  interdepartmental  teams? 

♦  Are  you  prepared  to  let  your  new 
media  businesses  evolve  to  the  point 
where  they  will  compete  with  the  news¬ 
paper  and  never  be  an  adjunct  or 
enhancement  to  it? 

Many  newspapers  answer  “yes”  until 
they  hit  that  last  question.  Then  they 
balk  and  begin  to  consider  seriously  inte¬ 
grating  new  media  into  the  core  busi¬ 
ness. 

For  many  smaller  newspapers,  integra¬ 
tion  is  an  economic  necessity.  As  an  orga¬ 
nizational  appmach,  however,  it  is  usual¬ 
ly  more  complicated,  slow  and  demand¬ 
ing  than  its  separate  subsidiary  counter¬ 
part. 

♦  Should  you  integrate  new  media  into 
your  core  business? 

Integrators  usually  answer  “yes”  to 
these  questions. 

♦  Do  you  believe  new  media  can  help 
you  retain  existing  advertisers  and  read¬ 
ers? 

♦  Do  you  believe  new  media  can  help 
you  win  new  advertisers  and  readers? 

♦  Do  you  believe  the  direct  and 
database  marketing  capabilities,  timeli¬ 
ness  and  depth  of  online  services  are 
essential  to  your  newspaper’s  future? 

♦  Do  you  lack  the  financial  or  staff 
resources  to  create  a  wholly  separate 
new  media  unit? 

Once  you’ve  examined  your  con¬ 
science,  articulated  your  philosophy  and 
established  your  basic  organizational 
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structure  —  separated  or  integrated  — 
put  it  in  writing  and  distribute  it  to  every 
person  in  your  company. 

Then  brace  yourself  for  the  inevitable 
problems.  Here  are  a  few  we  hear  about 
all  the  time  plus  some  suggestions  for 
solving  them. 

♦  Nothing’s  pure;  learn  to  live  with 
hybrids.  Now  that  you’ve  decided  to  sep¬ 
arate  or  integrate  your  new  media  opera¬ 
tions,  resign  yourself  to  tbe  fact  that 
you’ll  actually  do  a  little  of  both. 

The  Washington  Post,  once  a  stn)ng 
proponent  of  online  services  as  a  distinct 
medium  and  business,  recently'  reorga¬ 
nized  part  of  its  operations  for  the  third 
time  in  not  quite  four  years.  Although  its 
new  media  subsidiary,  Digital  Ink, 
remains  intact,  the  unit’s  new  top  editor 
comes  directly  ftom  the  paper  —  a  sig¬ 
nal,  some  say,  of  the  paper’s  new  effort  to 
integrate  its  print  and  online  pnxlucts 
more  closely. 

♦  Money  talks:  Be  careful  about  your 
rewards  and  revenue  goals. 

If  integration  works,  financial  perfor¬ 
mance  can  get  muricy;  it  will  be  tougher 
and  tougher  to  separate  revenue  gener¬ 
ated  by  new  media  from  that  of  the  print 
product. 

Compensation  will  also  become  an 
issue;  you’ll  need  new  commission  struc¬ 
tures,  bonuses,  etc.  to  incent  new  media 
sales  and  editorial  product  from  existing 
employees. 

If  you  follow  the  separate  subsidiary 
approach  to  its  logical  conclusion,  com¬ 
petition  with  the  print  pnxluct  becomes 
inevitable. 

When  the  new  media  subsidiary  of  a 
large  metro  failed  to  make  revenue  goals 
with  its  Web  site  design  and  Internet 
access  services,  it  pleaded  with  top  man¬ 
agement  to  let  it  work  as  the  kK'al  affili¬ 
ate  of  Auto-By-Tel,  the  online  car  dealer, 
or  even  Microsoft’s  Sidewalk  service.  We 
could  really  clean  up,  the  new  media 
team  insisted.  And  of  course  they  proba¬ 
bly  could,  but  at  tbe  expense  of  the 
paper,  whose  publisher  nipped  those 
affiliations  in  the  bud. 

We  see  too  many  publishers  trying  to 
have  it  both  ways;  either  they  should  let 
new  media  compete  with  old  and  gener¬ 
ate  revenues  —  even  profits  —  if  it’s 
money  they  want,  or  they  should  keep 
the  new  unit  as  a  complementary  —  that 
means  noncompetitive  —  entity  and 
reduce  financial  p>erformance  objectives 
accordingly. 

If  your  newspaper  has  chosen  the  sep¬ 
arate  subsidiary  approach  to  new  media, 
start  preparing  staff  at  the  print  product 
for  the  day  (however  far  off)  when  the 
new  unit  competes  directly  with  them. 

♦  Build  bridges,  be  patient  and  expect 
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to  repeat  yourself  —  a  lot. 

Integrators  need  plenty  of  what 
Boston  Globe  associate  editor  for  new 
media  Ande  Zellman  calls  “connective 
tissue”  between  their  print  and  online 
operations.  And  connective  tissue 
requires  what  we  call  “connective  grafts” 
—  lots  of  them. 

The  Globe,  for  example,  spent  months 
running  not  one  or  two,  but  a  series  of 
brown-bag  lunches  in  the  newsroom  to 
explain  the  pap)er’s  new  media  efforts, 
vet  staff  concerns  and  spot  reporters 
with  real  zest  for  the  online  medium. 

Jim  Kevlin,  editor  of  the  Pottstille  (Pa.) 
Republican,  arggies  that  it  takes  even  the 
most  supportive  newsroom  two  to  three 
years  before  reporters  regularly  begin  to 
see  the  online  and  audiotex  tie-ins  to 
their  print  stories 

If  you’re  trying  to  integrate  online  and 
print,  be  prepared  to  state  your  vision, 
■Structure  and  strategies  repeatedly  —  in 
memos,  brown  bag  lunches,  circulated 
articles,  etc. 

Whatever  structure  you  create  will  in 
turn  be  made  up  of  individual  relation¬ 
ships.  Where  do  you  need  lines  of 
communication  between  the  print  and 
online  product?  Who  needs  to  talk  to 
whom  and  about  what?  Where  will 
authority  reside  for  editorial  and  market¬ 
ing  decisions? 

Too  often  .so-called  personality  prob¬ 
lems  have  more  to  do  with  ambiguous, 
poorly  defined  roles  than  the  individuals 
involved. 

♦  Revise,  revise,  revise. 

One  small,  diversified  media  company 
we  know  of  formed  a  committee  of 
department  heads  to  develop  its  new 
media  strategy  and  promote  “buy-in”  for 
its  eventual  implementation. 

When  traditional  turf  fights  and  an 
inability  to  think  out  of  the  box  stymied 
the  group,  it  was  replaced  by  another, 
more  senior  task  force  which  developed 
the  vision,  communicated  it  to  all 
employers  and  then  —  swamped  by 
responsibilities  of  the  parent  businesses 
—  left  implementation  to  a  much  smaller 
unit,  charged  with  fostering  synergy  and 
developing  value  across  the  company’s 
properties. 

In  addition  to  the  need  to  revise  plans 
based  on  experience,  the  dynamism  of 
the  new  media  market  will  send  you 
back  to  the  drawing  boards  repeatedly. 
You  communicate  your  vision.  You  estab¬ 
lish  a  structure.  You  get  editors  and  ad 
sales  people  talking  and  following 
agreed  upon  pnx:edures.  And  then  you 
have  to  change  it  all  within  .six  months 
because  the  competitive  landscape  has 
shifted  —  again. 

Welcome  to  life  under  the  big  top. 

Editor  &  Pi  BUSHER  61 


SYNDICATES/NEWS  SERVICES 


BY  DAVID  ASTOR 


Ombudsman  Offers 
Columnist  Critique 

As  AN  OMBUDSMAN,  Geneva  munity,”  stated  the  former  Des  Moines  Register  edi- 

Overholser  has  a  gtxxl  sense  of  what  tor. 

readers  want.  She  knows  they  want  Overholser  noted  that  columnists  are  especially 

columns  in  their  newspapers  —  and  important  at  a  time  when  many  newspapers  have 
that  they  want  some  of  these  declining  circulations,  owners  who  are  fixated  on 

columns  to  be  better. 

So  the  Washington  Post  staffer  traveled  from 
D.C.  to  Williamsburg,  Va.,  to  tell  National  Society  of 
Newspaper  Columnists  conventioneers  how 


important  their  work  is 
improve  it. 

First  came  the  praise. 


and  how  they  can 


TJje  Washington 
Post’s  Geneva 
(h'erbolser 
addresses  the 
NSNC  convention 
in  Vhginia 


“What  you  do  is  close 
to  what  readers  tell  me 
they  want  in  newspapers,” 
Overholser  told  the  NSNC 
audience.  “You  bring  a 
human  face  to  an  institu¬ 
tion  that  is  so  often  seen 
as  a  faceless  monolith.  You 
bring  judgment  and  con¬ 
text,  a  recurring  presence, 
identifiability” 

She  added  that  the  best 
columnists  aren’t  only  “wonderful”  wordsmiths,  but 
also  g(xxl  at  entertaining  readers,  being  honest, 
telling  stories,  explaining  to  readers  why  they 
should  care  about  something,  and  covering  all 
aspects  of  life  —  not  just  politics. 

Top  columnists,  Overholser  continued,  “talk 
about  untalked  about”  issues  relating  to  race,  gen¬ 
der,  religion  and  other  topics.  They  describe  “what 
works  and  doesn’t  woric  in  the  community,”  she 
said.  “They  hold  people  accountable.  They  walk 
streets  others  are  not  walking.  They  dare  to  be 
naive,  dreamy,  hopeful,  outraged  or  sad.” 

Then  came  the  criticism. 

“Too  many  columnists  are  succumbing  to  the  ills 
of  journalism,”  Overholser  said.  “They’re  listening 
too  well  to  editors  telling  them  not  to  be  offensive. 
They’re  seeking  the  elixir  of  national  recognition 
and  not  writing  about  their  communities.” 

Her  advice?  Columnists  need  to  “get  out  and 
report”  more,  accept  invitations  to  meet  groups 
that  don’t  consist  of  “big  shots,”  listen  carefully  to 
reader  comments  and  ideas,  talk  to  their  colleagues 
in  the  newsroom,  and  argue  “thoughtfully  and 
respectfully”  with  management  about  what  they  as 
columnists  “need  to  do.” 

At  the  same  time,  she  said,  columnists  also  need 
to  listen  to  management.  “Your  boss  may  have 
something  you  really  need  to  hear  about  your  com¬ 


munity,”  stated  the  former  Des  Moines  Register  edi¬ 
tor. 

Overholser  noted  that  columnists  arc  especially 
important  at  a  time  when  many  newspapers  have 
declining  circulations,  owners  who  are  fixated  on 
making  a  large  profit,  and  staffs  that  may  be  getting 
more  diverse  in  race  and  gender  but  more 
homogenous  stK'ioeconomically. 

“Newspapers  are  in  danger  of  losing  their  soul,” 
Overholser  told  NSNCers.  “You’re  the  best  antidote 
we’ve  got ....  It’s  really  a  remarkable  seat  you 
occupy  and  we  need  badly  for  you  to  do  a  good 
job.  _ 

“So,”  she  added  with  a 
smile, “don’t  blow  it!” 

Columnists  may  have  a  lot 
of  responsibility,  but  they  can 
also  have  a  lot  of  fun.  “Half 
the  people  in  the  newsnx)m 
are  dying  to  have  the  kind  of 
job  you  have,”  Overholser 
said.  “The  other  half  are 
dying  to  be  foreign  corre¬ 
spondents.” 

Some  convention  atten¬ 
dees  were  dying  to  ask 
Overholser  some  questions, 
such  as  one  query  about  her  Qetieva  Overholser 
current  job  chairing  the 
Pulitzer  Prize  board. 

Overholser  noted  that  she  has  seen  a  big  change 
in  the  column  category  winners,  with  several 
recent  recipients  being  general  rather  than  political 
columnists. 

“I  lament  that  we  don’t  get  any  plain  political 
columnists,”  she  said.  “It’s  as  if  we  honored  enough 
of  the  David  Broder,  William  Safire,Tony  Lewis 
types  and  now  let’s  have  something  really  differ¬ 
ent.” 

Overholser  also  observed  that  many  Pulitzer  and 
non-Pulitzer  journalists,  including  some  at  the  Post, 
rely  too  much  on  anonymous  sources. 

The  ombudsman,  who  has  written  several  Post 
columns  on  this  topic,  noted  that  granting 
anonymity  to  sources  is  necessary  in  some 
instances.  But  when  it’s  done  indiscriminately,  she 
added,  “you  are  robbing  readers  of  their  ability  to 
gauge  if  the  source  has  an  ax  to  grind  or  is  sucking 
up.”  And  because  anonymous  sources  will  probably 
not  be  held  accountable  for  their  remarks,  they 
often  say  things  that  “make  a  big  contribution  to 
the  decline  in  civic  discourse.” 
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U)N&  TIME,  AMP 
.  COME  To  ONE 
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if  -rHe/Be  «Boos 

A0OOT  $ipus«TEtli^  OUT 

T>ie  fiEPfP^  ^'miMENT.... 


The  comic  by  "Mallard  Fillmore"  creator  Bruce  Tinsley  of  King  Features  Syndicate 


When  asked  about  the  Web, 
Overholser  acknowledged  that  colum¬ 
nists  often  don’t  receive  extra  compen¬ 
sation  when  their  work  is  published  on 
newspaper  Web  sites,  but  added  that 
they  should  welcome  the  Internet  exprv 
sure. 

“Do  you  care  whether  you  reach 
readers  in  print  or  on  the  Net?”  she 
said.  “The  best  bet  is  to  be  all  over  the 
place.” 


First  Lady  May 
Address  Group 

First  lady  HILLARY  Rodham 
Clinton,  who  writes  a  Creators 
Syndicate  column,  is  the  tentative  lun¬ 
cheon  speaker  for  the  Sept.  24 
Newspaper  Features  Council  meeting  in 
Washington,  D.C. 

Other  scheduled  NFC  speakers 
include  editorial  cart(K)nist  Herbkxrk  and 
columnist  Tony  Kornheiser  of  the 
Washington  Post,  and  columnists  Art 
Buchwald  and  Arianna  Huffington.  All 
are  with  Creators,  except  tor  the  Los 
Angeles  Times  Syndicate-distributed 
Buchwald. 

The  meeting,  in  the  A.N.  A.  Hotel,  will 
be  followed  by  the  American  Ass<x:iation 
of  Sunday  and  Feature  Editors’  5()th 
annual  convention. 

The  NFC’s  president  is  Creators 
President  Rick  Newcombe,  and  its  exec¬ 
utive  director  is  Corinta  Kotula  (203-661- 
3386). 

‘CyberSleuth’  Is 
Offered  By  TMS 

’VhERSLEUTH”  HAS  BEEN  intro- 
V>  duced  by  Tribune  Media  Services. 
The  weekly  feature  —  available  in  a 
strip  or  panel  format  —  mixes  puzzles, 
Web  surfing,  Internet  facts  and  comic 
graphics. 

It  is  written  by  Rick  Broadhead,  a  best¬ 
selling  Internet  author  in  Canada;  and 
drawn  by  Ted  Martin,  known  for  his 
“Pavlov”  comic  distributed  by  Universal 
Press  Syndicate. 

Cartoonists  Help 
N.D.  Relief  Fund 

CARTOONISTS  IWE  CREATED  11 
comics  that  the  Grand  R)rks  (N.D.) 
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Herald  is  auctioning  off  to  benefit  a 
fkxxl  relief  fund. 

Four  of  the  comics  have  been  sold  so 
far,  raising  $1,1(X). 

The  effort  started  when  “One  Big 
Happy”  cartoonist  Rick  Detorie  of 
Creators  Syndicate  took  the  initiative  to 
mail  the  Herald  a  special  strip  to  use  in 
the  fkxxl  relief  effort.  That  gave  the 
paper  the  idea  to  contact  syndicates  to 
see  if  any  other  cartoonists  would  send 
comics. 

“I  couldn’t  believe  the  response,”  said 
Herald  Info  Center  manager  Jenelle 
Stadstad,  who  noted  that  cartoonists  took 
time  out  of  their  busy  schedules  to  create 
comics  specifically  referring  to  Grand 
Forks  and  the  fkxxl. 

Among  those  responding  were  the 
creators  of  “Baby  Blues,”  “B.C.,”  “Beetle 
Bailey,”  “Blondie,”  “Dennis  the  Menace,” 
“Family  Circus,”  “Garfield,”  “Hagar  the 
Horrible,” “Mallard  Fillmore”  and  “Mutts.” 

—  David  Astor 

‘Laws  Of  Life’  In 
Weekly  Column 

SIR  JOHN  TEMPLETON,  the  Tennessee- 
born  billionaire  and  namesake  of  the 
Templeton  funds,  is  doing  a  column  for 
the  New  York  Times  Syndicate. 

His  weekly  feature  is  adapted  from  his 
new  book.  Worldwide  Laws  of  Life 
(Templeton  Press),  which  includes  essays 
“of  moral  and  spiritual  inspiration  and 
guidance.” 

The  column  will  also  be  posted  at 
http://nytsyn.com/templeton. 

The  Bahamas-based  octogenarian 
retired  from  Wall  Street  five  years  ago  to 
focus  on  philanthropic  projects. 

Before  that,  he  endowed  the  $1.2  mil¬ 
lion  Templeton  Prize  for  Progress  in 
Religion,  now  a  quarter-century  old.  Its 
first  recipient  was  Mother  Teresa,  before 
she  won  the  Nobel  Prize. 
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KRT  Is  Offering 
‘Parent’  Feature 

PARENT-TOPARENT"  has  been  intro¬ 
duced  by  Knight-Ridder/Tribune. 

In  her  feature,  Jodie  Lynn  invites  peo¬ 
ple  to  send  in  parenting  questions  and 
problems.  Then  she  asks  readers  to  share 
solutions  that  have  worked  for  them. 

The  mother  of  three,  who  writes  for 
the  Fort  Wayne,  Ind.,  News-Sentinel,  is 
the  author  of  Parent-To-Parent  &  Other 
Stuff. 

New  Comics  For 
Bruce  Hammond 

Bruce  hammond  is  doing  two 
comics  for  Tribune  Media  Services. 
One,  “Homespin,”  has  a  housing/real 
estate  theme.  The  other  focuses  on  mak¬ 
ing  and  investing  money. 

Hammond  is  also  known  for  the 
“Duffy”  comic  distributed  by  Universal 
Press  Syndicate  and  editorial  cartoons  he 
contributes  to  the  Boston  Globe. 

Payne  Cartoons 
Now  With  SHNS 

The  work  of  Scripps  Howard 
Newspapers  editorial  cartoonist 
Henry  Payne  is  now  being  distributed 


Payne  on  Clinton 
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daily  by  Scripps  Howard  News  Service 
(SHNS). 

Payne  also  remains  with  United 
Feature  Syndicate,  which  has  distributed 
him  since  1985. 

Under  the  new  system,  Payne’s  car¬ 
toons  will  be  available  on  the  Scripps 
Howard  computer  bulletin,  by  e-mail,  on 
the  Internet  at  the  SHNS  clients’  Web 
site,  or  by  overnight  fax. 

SHNS  plans  to  introduce  a  searchable 
archive  of  Payne’s  cartoons,  oi^anized  by 
subject,  to  allow  editors  to  find  specific 
drawings  and  request  an  electronic 
reprint  by  e-mail  or  phone. 

Fewer  Cartoons 
In  Village  Voice 

CARTOONISTS  USED  TO  have  a 
major  presence  in  the  Village  Voice. 
Less  than  a  year  ago,  the  New  York  City 
alternative  weekly  was  regularly  running 
Jules  Feiffer,  Matt  Gnxrning  and  Lynda 
Barry,  and  periodically  publishing  other 
artists. 

Lately,  the  Voice  has  been  printing  as 
few  as  a  single  cartoon  per  week.  In  the 
July  1 5  issue.  Ward  Sutton;  in  the  July  8 
issue,  “Feinberg.” 

Is  this  a  permanent  policy',  or  will  the 
paper  eventually  offer  more  cartoonists 
again? 

“We  don’t  know  yet,”  replied  Voice 
spokesperson  Alissa  Neil.  “We  re  in  a  test¬ 
ing  period.  There  might  be  one  or  more 
cartoons  in  the  future.” 

Groening  and  Barry'  —  who  the  Voice 
had  been  buy  ing  via  syndication  —  were 
dropped  last  fall  to  make  room  for  sports 
coverage,  according  to  Neil.  Feiffer  left 
this  spring  (£'(S'P,  June  7,  p.  39)  after  the 
Voice  tried  to  eliminate  his  $75,000 
salary  and  instead  buy  his  work  from 
Universal  Press  Syndicate. 

Association  of  American  Editorial 
Cartoonists  members,  as  well  as  other 
artists,  were  and  are  upset  at  the  Voice  — 
and  this  may  possibly  be  contributing  to 
the  current  paucity  of  cartoons  in  the 
paper. 

For  instance,  “Maakies”  creator  Tony 
Millionaire  told  E&P  that  the  Voice 
recently  offered  him  a  two-year  contract 
and  four  times  the  money  he’s  currently 
getting  from  the  New  York  Press,  another 
free  weekly.  He  turned  the  offer  down. 

“People  are  really  pissed  off  by  the 
shoddy  treatment  of  cartoonists  by  the 
Voice”  said  the  self-syndicated  Million¬ 
aire. 


Neil  said  one  thing  that  may  be  both¬ 
ering  cartoonists  is  the  perception  that 
Feiffer  didn’t  get  any  money  when  he 
left.  “He  was  given  his  salary  for  the  rest 
of  the  year  plus  benefits,”  she  stated. 

—  David  Astor 

A  Chicago  Buy 
By  PR  Newswire 

PR  NEWS’WIRE  (PRN)  has  acquired 
PR  News  Service  (PRNS),  which  was 
jointly  owned  by  the  Tribune  and  Sun- 
Times  companies  in  Chicago.  Terms 
were  not  disclosed. 

The  regional  PRNS  was  founded  in 
1956,  two  years  after  PRN  started. 

In  other  news,  the  New  York-based 
PRN  has  appointed  Megan  Mandeville 
sales  manager  of  its  Los  Angeles  office 
and  Jennifer  Lee  sales  manager  of  its  new 
Austin  office. 

Mandeville  joined  PRN  last  year  as  an 
account  executive  in  L.A.  and  Ijce  is  a 
five-year  PRN  veteran  who  was  most 
recently  a  senior  account  executive  in 
Dallas. 

Three  Creators 
Receive  Awards 

Editorial  cartoonist  matt 

Davies  of  Gannett  Suburban 
Newspapers  and  United  Feature 
Syndicate  has  won  a  Deadline  Club 
Award  from  the  Society  of  Professional 
Journalists’  New  York  Chapter. 

Also,  columnist  Kathleen  Parker  of  the 
Orlando  Sentinel  and  Tribune  Media 
Services  has  won  a  first-place  award  for 
commentary  from  the  Florida  Society  of 
Newspaper  Editors. 

And  self-syndicated  “Capital 
Connections”  columnist  Karen  Feld  has 
received  three  National  Federation  of 
Press  Women  awards  for  her  TV  and 


:  Matt  Davies'  prize  winner 


speaking  work,  and  nine  print  and  broad¬ 
cast  honors  from  the  NFPW’s  Capital 
Press  Women  chapter  in  D.C. 

‘Funnies’  Event 
In  Cedar  Rapids 

The  cedar  rapids  Museum  of  Art  is 
holding  a  “Ten  Days  With  the 
Funnies”  exhibit  and  program  from  July 
25  to  Aug.  3. 

Comics  spotlighted  will  include 
“Peanuts”  by  Charles  Schulz  and 
“Marmaduke”  by  Brad  Anderson  of 
United  Feature  Syndicate,  “Beetle  Bailey" 
by  Mort  Walker  of  King  Features 
Syndicate,  “Mother  Goose  &  Grimm”  by 
Mike  Peters  of  Tribune  Media  Services, 
and  “Ziggy”  by  Tom  Wilson  Sr.  and  Jr.  of 
Universal  Press  Syndicate. 

Anderson,  Walker  and  the  Wilsons  are 
scheduled  to  appear. 

Two  Cartoonists 
Heading  Schools 

Bradley  KEOUGH  has  been  named 
director  of  the  Cartoonerama  corre¬ 
spondence  course  in  carttxrning. 

Keough  —  who  succeeds  Cartoon¬ 
erama  founding  director  Leo  Stoutsen- 
berger  —  has  been  a  cartoonist  for  news¬ 
papers  and  other  media.  He  is  also  editor 
in  chief  of  Cartoon  Opportunities  maga¬ 
zine. 

Cartoonerama,  founded  in  I960,  is 
now  based  at  PO.  Box  248,  Chalfont,  Pa. 
18914. 

Also,  syndicated  “Cow-Town”  cartoon¬ 
ist  Elaine  Sandra  Abramson  has  been 
named  director  of  the  Animagic 
International  animation  school  sched¬ 
uled  to  open  in  Dallas  at  the  beginning  of 
next  year.  She  is  based  at  A&A,  RO.  Box 
941293,  Plano,Texas  75094. 

Major  Editorial 
Cartoon  Hirings 

PULITZER  PRIZE-WINNING  editorial 
cartoonist  Michael  Ramirez  of  the 
Memphis  Commercial  Appeal  and 
Copley  News  Service  will  join  the  Los 
Angeles  Times  in  September. 

/Vlso,  United  Feature  Syndicate  editor¬ 
ial  cart(X)nist  Bill  Schorr  has  been  hired 
by  the  New  York  Daily  Neu’s.  He  was 
formerly  with  the  Kansas  City  Star. 
More  on  both  stories  next  week. 
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Willis 

Continued  from  page  14 

money  that  Willis  pays  per  year  and  per 
month  for  his  three  relatively  new  cab¬ 
ins. 

“If  your  cabin  sits  on  public  land,  he 
[Willis]  gave  it  [his  privacy)  up  by  rent¬ 
ing  from  the  public,”  said  Dan  Gorham, 
general  manager  of  the  Journal. 

He  said  the  article  also  mentioned  the 
former  Sun  Valley  mayor  and  a  retiree 
from  Twin  Falls  as  cabin  owners. 

Karamargin  said  that  the  editorial  rep¬ 
utation  of  the  Journal,  which  is  owned 
by  CNHl  of  Lexington,  Ky.,  won’t  change 
because  a  high-profile  celebrity  was 
mentioned  in  an  article. 

“For  six  years  in  a  row,  the  Idaho  Press 
Club  has  awarded  us  first  place  in  gen¬ 
eral  excellence  in  news  weeklies.  But  we 
get  calls  from  tabloids  all  the  time  and 
we  h:mg  up  on  them.” 

Kennedy'  disagrees.  “C.J.  is  one  of  these 
journalists  that  wants  to  sensationalize 
things  so  he  can  hit  the  [news]  wire.” 

From  a  historical  perspective,  Kara¬ 
margin  explained  that  ever  since  Union 
Pacific  came  in  and  built  this  Sun  Valley 
region  up  from  nothing  back  in  the 
1930s,  it  has  long  been  an  attraction  for 
big  celebrities,  from  Ernest  Hemingway 
to  Arnold  Schwarznegger. 

But  that  has  nothing  to  do  with  why 
the  Wood  River  Journal  writes  stories 
about  the  suirounding  area  in  which 
they  live,  he  said. 

“Growth  issues  are  important  to  us,” 
said  Karamargin,  “as  are  planning  and 
zoning  issues.”  And  since  approximately' 
70%  of  Blaine  County'  that  the  newspa¬ 
per  and  its  readers  reside  in  is  owned  by 
the  government,  Karamargin  said  any 
land  issues  will  always  remain  a  very 
common  topic  at  the  newspaper. 

Kennedy,  however,  thinks  the  Journal 
took  the  wrong  appntach  on  this  partic¬ 
ular  story. 

“Normally,  the  Wood  River  Journal 
runs  good,  hard-hitting  stories.  This  time, 
1  believe  they  crossed  the  line.  1  do  not 
think  Willis’  cabin  on  the  front  page  has 
anything  to  do  with  that  story,  nor  do 
many  people  in  the  community  from  the 
feedback  I’ve  gotten. 

“Many  people  feel  it  was  an  invasion 
of  his  privacy  and  there’s  some  question¬ 
able  legal  things  whether  he  trespassed 
on  Willis’  prop)erty.” 

The  actor’s  Mint  Bar,  Shorty’s  Diner 
and  Liberty'  Theater  in  Hailey  and  the 
Soldier  Mountain  Ski  Resort  in  Fairfield 
are  all  run  through  Valley  Entertainment. 
The  value  of  the  company’s  advertising 
account  in  the  Journal  is  somewhere  in 
the  $12,000-$  18,000  (annual)  range. 
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The  newspaper,  which  includes  a 
good  portion  of  entertainment  coverage, 
still  wants  Willis’  account  back. 

“Whenever  you  lose  one  of  your  Top 
25  accounts,”  said  Ciorham,“it  hurts.” 

But  McElroy  interpreted  Willis’  v'iews 
by  saying,  “If  you  compromise  the  secu¬ 
rity  of  my  child.  I’m  not  going  to  give  you 
my  money.  I’m  not  going  to  put  my 
money  into  paying  for  C.J.’s  salary.” 

Although  the  missing  advertising  from 
Willis’  businesses,  especially  from  the 
entertainment  side,  will  affect  some  of 
the  happenings  in  town.  Gorham  thinks 
the  issue  with  Willis  will  eventually  be 
resolved.  “He  ]WiIlis]  probably  overre¬ 
acted,”  said  Gorham.  “In  the  long  term,  it 
doesn’t  help  either  of  our  businesses.” 

McElroy  commented  that  “it’s  an  issue 
of  choice”  whether  they  advertise  with 
the  Journal  and  that  there  are  enough 
places  to  advertise  in  the  sumtunding 
area  that  business  should  not  be  affected. 

The  Journal  has  made  several  calls  to 
Valley  Entertainment  to  discuss  the  issue, 
but  the  phone  calls  have  not  been 
returned  as  of  yet. 


Scandal 

Continued  from  page  18 

with  a  Jan.  29  front-page  story  —  “Jour¬ 
nalism  students  caught  cheating”  —  that 
provided  details  of  an  internal  university 
investigation  into  Bartlow’ s  allegations. 

The  next  day  the  Aztec  published  an 
editorial  that  provoked  as  much  anger  as 
the  cheating  scandal  itself.  “Who  is  at 
fault  for  cheating?”  asked  the  headline 
“Both  teacher  and  student  may  be  to 
blame  for  suspected  cheating.” 

Real  was  distressed  by  the  editorial. 

“It  was  not  well  considered,”  he  said. 
“Since  the  names  of  the  students  were 
not  disclosed,  the  newspaper  might  have 
been  getting  information  from  people 
who  were  part  of  the  [cheating]  gntup. 
That  clearly  steps  over  the  line.” 

Coco  Baker,  managing  editor  of  the 
Daily  Aztec  la.st  semester  and  one  of  the 
paper’s  staff  members  in  Bartlow’s  class, 
said  the  student  who  wntte  the  editorial 
received  input  from  a  wide  variety  of 
sources. 

“I  voiced  my  opinion,”  said  Baker,  now 
a  copy  editor  at  the  Californian,  in  Sali¬ 
nas.  “I  didn’t  think  Dianne  Bartlow  was  a 
good  teacher,  but  she  shouldn’t  be 
blamed  because  people  faked  inter¬ 
views.  We  were  all  seniors.  They  should 
have  known  better. 

“1  got  a  C-plus.  1  didn’t  do  as  well  as  I 
thought  I  did.  Those  students  were  lucky 
that  they  only'  failed  that  one  assignment. 
And  a  couple  of  them  got  B’s.” 
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The  journalism  department,  mean¬ 
while,  has  been  concerned  about  suspi¬ 
cions  that  some  of  the  student  anger  was 
race  or  gender  related. 

“Dianne  was  concerned  about  that,” 
acknowledged  Wulfemeyer.  “It  might 
have  been  that  some  students  did  not 
consider  her  enough  of  an  authority  fig¬ 
ure  because  she  is  black  and  a  woman.” 

Dawne  Bnxiks,  who  was  editor  in 
chief  of  the  Daily  Aztec  last  semester, 
said  an  unknown  professor  told  her  Bart¬ 
low  was  “an  affirmative  action”  hire. 

“What  I  heard  fnim  a  professor  that  1 
respect  was  that  the  journalism  depart¬ 
ment  thought  she  wasn’t  qualified,  but 
thought  it  would  be  nice  to  have  another 
woman  teacher,”  said  Br(x>ks. 

Bartlow  said  the  comments  reinforced 
her  suspicions. 

“That  comment  is  extremely  telling,” 
she  said.  “It  showed  that  some  people 
had  preconceived  ideas  about  me  based 
on  my  gender  and  my  race. 

“They  suggest  1  am  not  qualified  even 
though  I  have  been  honored  several 
times  by  the  Los  Angeles  Academy  of 
Arts  and  Sciences.  The  whole  experience 
was  an  insult.” 


Carribbeat 

Continued  from  page  48 

Caribbean-American  adults  from  the 
nations  of  the  Dominican  Republic,  Haiti, 
Jamaica,  Trinidad  and  other  West  Indian 
islands. 

“It’s  a  significant  market  for  us.”  said 
Medina,  noting  that  a  rocent  Daily  News 
study  found  that  37%  of  the  paper’s  read¬ 
ers  are  African  American,  which  includes 
Caribbean  Americans. 

The  magazine’s  new  editor,  Jared 
McCallister,  an  assistant  news  editor  at 
the  Daily  Neurs,  added  that  the  paper  is 
“l(x)king  to  extend  its  reach  into  Long 
Island,  New  Jersey,  and  even  overseas,  but 
the  focus  is  New  York-based.” 

The  magazine  took  its  inspiration  from 
the  weekly'  column  by  the  same  name 
that  McCallister  wrote  for  14  years. 


CTP 

Continued  from  page  5 1 

Gerber  CTP  imagers  it  formerly  sold  and 
offers  an  internal  drum  Krause  imager  out¬ 
side  the  U.S.  to  handle  the  higher- 
throughput  needs  met  by  the  flatbed  Dia- 
mondSetter  in  the  U.S. 

Lasers  in  both  machines  operate  at  the 
same  wavelength.  All’s  APS  2plate  pro¬ 
duces  140  single  plates  per  hour. 

— Jim  Rosenberg 
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FEATURES  AVAILABLE 


Antique  Talk-The  'Colvin  &  Hobbes"  of 
wkly  ontique  columns.  Woyne  Moltox, 
(203)263-2431  .www.ontiquetolk.com. 


ASTROLOGY 


Weekly  -  Monthly  -  Comero  Reody 
Time  Doto  Synd.  (800)  322-5101 
http://www.time-doto.com 
e-mail:  star2020@time-data.com 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  rood  tests,  cor  core, 
auto  trivia/history.  (810)  573-2755. 


ENTERTAINMENT 


"HOLLYWOOD-BEHIND-THE-SCENES" 
by  oword-winning  columnist.  Gossip, 
news,  pictures  in  hot  format.  Camera- 
ready.  Competitive  rotes.  Weekly. 

L.A.  Features  Syndicate  800-959-9977 


FEATURES  AVAILABLE 


NFL  PICKS:  Weekly,  column,  fun, 
informative  and  accurate.  Great  addi¬ 
tion  to  your  NFL  package.  For  sample 
call  (860)  642-6625  or  e-mail: 
konrad@ctol.net. 


IN  A  NUTSHELL:  Honored  by  NSNC, 
NYPA.  Free  samples.  1 1 9  Washington 
Ave.,  Staten  Island,  NY  10314. 
http:/ / >vww.h2net.net/ p/nutshell 


RURAL  700  >w3rd  WEEKLY 
Samples:  Clear  Creek  Features 
Box  35,  Rough  &  Ready,  CA  95975 


SUGHTLY  OFF 
Tickling  funny  bones 
From  coast  to  coast. 

Deb  Di  Sandro,  (847)  639-1232 


LUCKY  NUMBERS 

LOHERY  COLUMNIST  for  major  NY 
daily  offers  no-nonsense  customized 
Q&A  column.  Samples  available.  Call 
Barry  Miller,  (941)  594-81 17 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photas.  Graphic,  pravocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941;  (914) 
692-4572.  Fax  (914)  692-8311. 
http://www.frontiernet.net/ 


POLITICAL  CARTOONS 


Political  Cartoons  with  a  LOCAL 
ANGLE.  Created  for  your  community  & 
your  readership.  (800)  778-7815. 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-7617 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fax  (409)  295-9624 
PO  Box  1972,  Huntsville,  TX  77342 


RELIGION  NEWS 


FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITES 


DISTRIBUTION  BUSINESS  FOR  SALE 
Steady  growth  since  its  inception  in 
1982,  located  in  the  Southwest.  News¬ 
papers,  magazines,  1-800  calls  and 
mail  fulfilfment.  $330,000.  The 
Newman  Agency,  (505)  843-7788. 


NEWSPAPER  APPRAISERS 


74  YEARS  OF  EXPERIENCE 
See  Bolitho-Cribb  &  Assoc, 
display  ad  this  page. 


ANNUAL  REPORTS/APPRAISALS 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  379-2797/(81 3)  786-5930 


Appraisals/Brokerage 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


Canfidential  Appraisals 
nationwide  since  1 959. 
W.B.  GRIMES  &  COMPANY 
(301)540-0636 


DAVID  R.  STILL 

Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(301 )  540-0636 
Tom  Sexion,  NE  (800)  444-5297,  ext.  1 94 
Wren  Barnett,  South  (704)  698-0021 
Stephen  Klinger-SWest/West,  (505) 
524-0122 


BILL  MAHHEW  COMPANY  conducts 
professional,  canfidential  negotiations 
for  sale  and  purchase  af  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  ar 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

ar  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  368-4352 
123NW13thSt.,  Suite  214-7 
Boca  Raton,  FL  33432 


MEL  HODEa  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 


Bolitho-Cribb  Report:  http:/Awww.cribb.com 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank  Tax,  Stock,  Assets 

Established  In  1923 
1  Annette  Park  Drive,  Bozeman, 
MT  59715  e-mail:  |cribbeimt.net 


Bolitho-Cribb 
&  Associates 

Newspaper  Brokerage 
&  Appraisal 

406-586-6621 

Fax  406-586-6774 


NEWSPAPER  BROKERS 


JAMES  W.  HAa,  JR. 
Newspaper 

Sales,  Appraisals,  Cansultatians 
Jim  Hall  Media  Services 
410  Elm  St.,  Tray,  AL  36081 
(334)  566-7198 
Fax  (334)566-0170. 


MEDIAAMERICA  BROKERS 
Lenax  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  UNDSEY 
Experienced  -  Canfidential 
6645-5  Redmont  CrI,  Mesa,  AZ  85215 
(602)  807-7791  FAX  (602)  807-7795 


PHILLIPS  MEDIA  SERVICES,  INC. 
Consultants-Investments 
Management-  Brokers 
P.O.  Box  3308 
Merrifield,VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 

Your  broker  for  Southwest 
and  Middle  America. 

6731  Desco  Drive 
Dallas,  TX  75225 

(214)  265-9300  Fax  (214)  369-6496 


NEWSPAPERS  FOR  SALE 


FLORIDA  -  Gulfcoast  group, 
$750,000,  Atlantic  >veekly  $225,000; 
CALIFORNIA-NEVADA:  Seniar 
monthly  $150,000.  Mayo  Communica¬ 
tions  (813)971-2061. 


NO  CHARGE:  List  of  newspapers  (or 
sale.  Bill  Berger,  Associated  Texas 
Newspapers,  Inc.,  1801  Exposition, 
Austin,  TX  78703,  (51 2)  476-3950. 


NEWSPAPERS  FOR  SALE 


UTAH  -  Established  Weekly  Com¬ 
munity  Newspaper  in  strang  market 
area,  grossing  $250,000  annually, 
good  potential  for  growth  with  rea¬ 
sonable  marketing  effort,  call  John  at  1 
(800)  574-0004  or  send  inquiries  to 
P.O.  Box  267,  Bountiful,  UT  84010. 


NEWSPAPERS  WANTED 


AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers 
to  its  group  of  fine  publications.  Lor^ 
down  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  qualilv  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 


PUBLICATIONS  WANTED 


HERALD  NEWS  GROUP  of  Chicago 
and  Indiana  is  looking  for  publications 
to  purchase  or  take  over  anywhere  in 
the  U.S.  Call  Lee  Anglin  at 
(21 9)  942-0521  or  (888)  457-8081 


When  faxing  your  ad, 
please  remember  to 
include  the  billing 
address,  category  under 
which  the  ad  is  to  be 
placed,  as  well  as  the 
amount  of  times  the  ad  is 
to  appear.  Thank  you. 

E&P  Classified  Dept. 
Fax:  (212)  929-1259 
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EQUIPMENT  &  SUPPLIES  1 

CAMERA  &  DARKROOM 

PRESSES 

SQUeeze  Lenses 

Herb  Cadbom  -  CK  Optical 
(310)  372-0372. 

FOR  SALE:  1 2-unit  Goss  Suburban  i 
press  with  two  folders,  a  Suburban  | 
991  and  Urbanite  763  with  second  j 

MAILROOM 

three  are  900  series  Two  suburban  i 
reelstands.  Both  folders  have  on-line  • 
tape  delivery  quarterfolders,  : 
Accumeter  gluer.  Console  with  | 
pneumatics,  two-highs  converted  to  : 
belt  drive.  Coll  for  more  information  or  : 
(91 6)  774-7945  or  (61 9)  451  -6200.  : 

GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  folders.  Call  Rusty  or  Tom  at 
(800)  527-1668  or  (972)  869-2844. 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-581 7  Fax  (770)  590-7267 


Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 


Qiulty  tfiac  mAes  an  hnprcsrion  worfdwide 


m^ORlenr 

S«itcc  from; 

r  >  ,  O  CompWn  PfMsns 

\J  /  □  Addrtiorts  to  Existing  Prnssns 

a  3-cotor  SalsNItes 
rn  O  4-Hi  Arrangnments 
Wj  O  Stacknd  Units 

\  O  Integral  Roll  Startd  Units 
O  Half  and  Quarlor  Foldars 

J  yJ  O  20-  -  21%’ .  2r  •  22y4* 

O  10,500  to  30,000  IPH 
SALES  •  SERVICE  •  PARTS  A  I TA 
Phone:  (770)  552-1528  MLIM 
Fax:  (770)  552-2669  GRAPHCSX 


m 

ii 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


SELUNG  YOUR  WEB  PRESS? 
Increase  your  exposure/profits  through 
our  extensive  woHdwide  network. 

We  offer  a  full  line  of  web  presses. 
Call  us  for  a  complete  list  of  available 
equipment. 

GLOBAL  GRAPHICS,  INC. 

(91 3)  541  -8886  Fax  (91 3)  541  -8960 


WANTED  TO  BUY 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


WANTED  TO  BUY  USED  Auto  Dialer 
and  Misc.  Telemarketing  Equipment. 
Fax  your  information  to  Citizen  Pub¬ 
lishing  Co.,  Curtis  Lenius,  (414)  885- 
7780  or  call  (414)  887-0333. 


WANTED  TO  BUY 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


It’s  A  Classified 
Secret! 

Well  never  reveal  the  identity 
of  an  E&P  box  holder 

If  you  don't  want  your  reply  to  go 
to  certain  newspapers  (or  com¬ 
panies),  seal  your  reply  in  an 
envelope  addressed  to  the  E&P 
Classified  Advertising  Depart¬ 
ment  with  an  attached  note  listing 
the  newspapers  or  companies 
you  do  not  want  the  reply  to 
reach.  If  the  Box  Number  you're 
answering  is  on  your  list,  We'll 
discard  your  reply. 


EVDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


A  NEWSPAPER'S  BIGGEST 
NIGHTMARE  IS  A  TAX  AUDIT! 

Protect  your  newspaper  now.  Three 
steps  to  protect  your  newspaper  legally 
from  costly  IRS,  state  tax  audits  and 
accidental  lawsuits.  Most  newspapers 
are  vulnerable  and  they  do  not  even 
know  it.  One  key  part  is  just  the  word¬ 
ing  of  independent  contractors'  con¬ 
tracts.  Save  money  on  your  circulation 
department  by  knowing  how  to  get 
most  of  your  money  to  actual  sources 
who  deliver  for  you,  therefore  eliminat¬ 
ing  costly  middle  managers.  Know  how 
to  set  up  an  agency.  Independent  con¬ 
tracting  works  if  you  know  how  to  han¬ 
dle  it  properly.  Let  the  law  of  indepen¬ 
dent  contracting  work  for  you!  We  also 
speak  Spanish.  For  free  analysis,  call 
1  (888)  695-6272 
Marc  L.  Chamot,  consultant 

JOHN  A.  BURKE 
Advisor/ Catalyst 

Marketing  Strategies/Employee  Training 
NY  •  NJ  •  PA 
Call/Fax  (516)  588-2735 


CIRCULATION  SERVICES 


17  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


Run  your  ad  for  12,  26 
or  52  issues  to  increase 
awareness  while 
benefitting  from  our 
low  contract  rates. 
CaU  (212)  675-4380 


CIRCULATION  SERVICES 


CIRCULATION  2000  INC. 
Outside  Crew  Sales,  Turn-Key 
Alternative  Start  Pressure 
Storefronts  &  Seminors 
(800)  798-5667 
E-mail:  CIRC2000@aol.com 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/qualily 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


GROWING  NIE  &  HOME  DEUVERY 
CIRCULATION  IS  SPEaRUM’S 
BUSINESS  -  CALL  DOUG  REESE 
(800)  972-6778 


HEADUNE  PROMOTIONS  INC. 
Telemarketing  Programs 
Designed  to  respond  to  your  needs. 
Dennis  McQuillan  (800)  260-9823 


LEVIS  NATIONAL,  INC. 
SINCE  1968 

"We  Deliver  More  Homes  to 
Your  Newspaper" 
Guaranteed  Quality  Telemarketing 
1  (800)  495-2688 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


BLENKARN 

Your  Telemarketing  Partner 
JEFF  BLENKARN  (6 1 6)  458-66 1 1 

COMPUTER  SOFTWARE 

SOFTWARE  (or  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://www.fakebrains.com/scout. 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBUCATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dave  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (Notional) 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEORICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


CIRCULATION  SERVICES 


PRESSROOM  SERVICES 


Standard  Electric  &  Engineering: 

The  Industry's  Standard 

ELECTRICAL  PROBLEAAS? 
ADDING  OR  STACKING  UNITS? 
ADDING  TO\MERS? 

DRIVE  PROBLEMS? 

We  provide: 

TROUBLESHOOTING  SERVICES 
MANUFACTURE  OF 
CUSTOM  EQUIPMENT 
EQUIPMENT  INSTALLATION 

Standard  Electric  &  Engineering  Com¬ 
pany  Inc.  has  been  the  Full  Service 
Electrical  Shop  for  the  Web  Printing 
Industry  for  over  30  yeors. 

We  specialize  in  "No  Down  time.  No 
Missed  Production"  drive  retro-fits  for 
single  and  double  width  presses.  We 
work  with  DC  or  modern  AC  drives 
and  are  the  only  company  to  hove  sue 
cessfully  retro-fitted  AC  drives  onto 
doublewidth  printing  presses. 

STANDARD 

ELECTRIC  &  ENGINEERING 
COMPANY  INC. 

930  Linden  Avenue 
South  San  Francisca,  CA  94080 

(800)  439-6503 
Voice:  (415)952-6500 
Fax:(415)952-0102 
e-mail:  seecol@msn.com 

'Starnkird  Electric  &  Engineering: 
The  Industry's  Standard" 


A  computer  will  do  what  you  tell  it  to 
do,  but  that  may  be  different  from 
what  you  had  in  mind. 

Joseph  Weizenboum 


July  19, 1997 


http://www.mediaiiifo.com 


Editor  &  Pi'BUSHER  67 


ADVERTISING 


HELP  WANTED 


_ ACADEIWIC _ 

IRE  SEEKS  NEW  DEPUTY  DIREaOR 

Investigative  Reporters  and  Editors  (IRE) 
ond  the  Missouri  School  of  Journalism 
seek  a  full-time  Deputy  Director  for  IRE, 
a  non-profit  organization  engaged  in 
training  journalists  in  the  U.S.  and 
overseas.  This  is  a  non-tenure  track 
faculty  position  and  may  involve 
teaching.  Responsibilities  include  assist¬ 
ing  the  Executive  Director  in  overseeing 
the  operations  and  programs  of  IRE,  as 
assigned.  Those  programs  include  train¬ 
ing,  publications,  operations,  a  dato- 
base  library,  a  campaign  finance 
information  center  and  a  reporting 
institute  in  Mexico.  IRE,  which  runs  the 
National  Institute  for  Computer- 
Assisted  Reporting  (NICAR),  has  a  $1 
million  annual  budget  and  20  full-time 
and  part-time  staff. 

Desired  qualifications  include  a 
master's  degree  in  journalism  or  an 
equivalent  combination  of  education 
and  experience;  knowledge  of 
investigative  reporting  and  computer- 
assisted  reporting;  demonstrated 
effectiveness  in  journalism,  academia, 
or  non-profit  organizations;  an  entre¬ 
preneurial  spirit;  well-developed  orga¬ 
nizational  and  interpersonal  abilities 
and  excellent  communication  skills.  Pay 
range  is  $40,000  to  $46,000  plus 
benefits,  depending  on  experience.  Sub¬ 
mit  resumes  to  Brant  Houston,  IRE 
Executive  Director,  IRE,  138  Neff 
Annex,  Missouri  School  of  Journalism, 
Columbia,  MO  6521 1 . 

ADMINISTRATIVE 


PUBLISHER  -  Are  you  a  publisher  seek¬ 
ing  an  opportunity  for  career  growth? 
Community  Media  Group  is  now  accep¬ 
ting  applications  for  Publishing  posi¬ 
tions  at  recent  and  pending  newspaper 
acquisitions  in  the  east  and  midwest.  If 
you  are  entrepreneurial,  aggressive, 
and  hove  a  solid  track  record,  this  may 
be  the  opportunity  of  your  career  to  join 
a  premiere  publishing  organization.  If 
you  wish  to  be  a  part  of  an  incredibly 
exciting  and  rapidly  expanding  group, 
send  your  resume,  including  earnings 
history  to  Joan  R.  Williams,  executive 
vice  president.  Community  Media 
Group,  Box  10,  West  Frankfort,  IL 
62896  or  fax  to  (618)  932-3848. 


PUBLISHER:  Zone  4,  group-owned,  5K 
daily  with  weeklies,  2M  gross.  Appli¬ 
cants  should  have  prior  publisher  back¬ 
ground  with  strong  priors  in  selling, 
marketing,  community  involvement. 
Web  printing  knowledge  helpful. 
Turnaround  job.  Competitive  salary, 
bonus,  car  allowance,  health  insur¬ 
ance,  401  (k),  equity  plan.  Send  confi¬ 
dential  cover  letter,  resume,  salary  his¬ 
tory  by  fax  to  Republic  Newspapers 
(423)  675-0675. 


/  never  had  a  piece  of  toast  Part¬ 
icularly  long  ana  wide  But  fell  upon 
the  sandecT  floor  And  always  on  the 
buttered  side 

James  Payne 


ADMINISTRATIVE 

PUBLISHER 

We're  searching  for  a  unique  individ¬ 
ual  to  publish  an  1 1 ,500  paid  tri¬ 
weekly  located  in  Roseville,  California 
near  Sacramento.  Responsibilities  also 
include  three  weekly  newspapers. 
You're  looking  for  a  company  that  will 
appreciate  your  "winning"  experience 
and  proven  abilities.  We're  a  pri¬ 
vately-owned,  growing  community 
newspaper  and  shopper  company, 
operating  60  publications  in  the 
Midwest  and  Western  U.S.  You're  a 
charismatic  leader,  with  the  ability  to 
provide  hands-on  "coaching"  style  of 
leadership  to  aa  talented  staff.  We're 
people-oriented  and  reward  high 
achievers.  You're  a  sales  and  market¬ 
ing  hotshot,  with  suburban  newspaper 
experience,  ready  for  a  new  challenge. 
Salary  plus  annual  bonus  potential  in 
$70"s.  Company  car,  profit  sharing 
and  strong  benefits  program.  Send 
resume,  with  pay  history  and 
references  to  General  Manager,  Brehm 
Communications  Inc,  P.O.  Box  28429, 
San  Diego,  CA  92198. 


ACADEMIC 


ADVERTISING  DIREQOR 
A  daily  newspaper  in  Zone  1  is  look¬ 
ing  for  an  ad  director  who  has  a  pro¬ 
ven  track  record  growing  revenue  and 
market  share  through  an  entrepreneur¬ 
ial  management  st)ne  (i.e.  new  product 
ideas,  nontraditional  revenue  sources, 
aggressive  and  creative  ad  staff).  The 
idral  candidate  will  excel  at  growing 
core  revenue  in  the  daily  while  devel¬ 
oping  and  managing  new  revenue 
initiatives.  The  position  brings  a  well- 
trained  and  experienced  ad  staff  with 
a  full  complement  of  support  services.  If 
you  are  interested  in  a  cnallenging  and 
rewarding  position  please  forward 
your  resume  to  Box  08215,  Editor  & 
Publisher.  All  replies  held  in  strict  con¬ 
fidence. 


ADVERTISING  DIREaOR 
Family-owned  daily  newspaper  in  the 
Pacific  Northwest  is  seeking  an 
enthusiastic  and  results-oriented  person 
to  lead  the  advertising  staff.  We're 
looking  for  a  team  player  who  has 
excellent  organizational  skills,  can 
motivate  a  veteran  staff,  and  bring  a 
new  spark  to  our  management  team. 
Competitive  compensation  and  benefits 
package.  Send  resume  and  salary 
requirements  to:  Rufus  Woods,  editor, 
P.O.  Box  1511,  Wenatchee,  WA 
98807-1511. 


ACADEMIC 


CHAIRPERSON 

DEPARTMENT  OF  JOURNALISM 
BALL  STATE  UNIVERSITY 
MUNCIE,  INDIANA 

Nominations  and  applications  are  invited  for  chairperson  of  the 
Department  of  Journalism.  The  Chair  provides  professional, 
intellectual,  and  administrative  leadership  for  a  department  that 
includes  25  full-time  faculty  and  over  900  students.  The  Department  is 
one  of  four  that  comprises  the  College  of  Communication.  Information 
and  Media. 

MINIMUM  QUALIFICATIONS;  master's  degree  with  exceptional  aca¬ 
demic  or  professional  experience  commensurate  with  an  associate  or 
full  professor  level.  PREFERRED  QUALIFICATIONS;  earned  doctorate 
degree;  combination  of  teaching,  professional,  and  administrative 
experience,  as  well  as  record  of  scholarly  research;  knowledge  of  ACE- 
JMC  accreditation  standards;  capable  of  fostering  programs  in  the 
department's  seven  sequences:  advertising,  graphics,  magazine,  news- 
editorial,  public  relations,  photojournalism,  and  secondary  education. 

Salary  is  competitive  with  national  programs  and  commensurate  with 
the  candidate's  qualifications. 

Ball  State  University  has  an  enrollment  of  19,000  students  and  is 
located  one  hour  northeast  of  Indianapolis  and  within  convenient  driv¬ 
ing  distance  of  Cincinnati,  Louisville,  Detroit,  Dayton,  Chicago.  The 
Department  of  Journalism’s  strengths  include  state-of-the-art 
technology,  numerous  computer  labs,  nationally  recognized  student 
publications  and  organizations,  and  an  outstanding  reputation  for 
alumni  achievement  in  the  communications  industry. 

Send  letter  of  application,  curriculum  vitae,  transcripts,  and  the  names 
and  telephone  numbers  of  three  references  to:  Professor  Robert 
Gustafson,  Search  Committee  Chair,  Department  of  Journalism,  Ball 
State  University,  Muncie,  IN  47306.  Review  of  applications  begins 
November  1,  1997  and  continues  until  the  position  is  filled. 

Ball  State  is  an  Equal  Opportunity,  Affirmative  Action  Employer  and  is 
strongly  and  actively  committed  to  diversity  within  its  community. 


_ ADVERTISING _ 

ADVERTISING  SALES  REPS 
The  Leader  Newspapers,  a  Los  Angeles 
area  group  of  daily  and  weekly  news¬ 
papers,  Is  seeking  2  successful,  driven 
individuals  to  work  in  our  advertising 
departments.  We  are  seeking  an  Out¬ 
side  Display  Account  Executive,  and  a 
Classified  Outside  Sales  Real  Estate 
Account  Executive.  Both  positions  will 
solicit  new  business  leads,  and  sell  and 
service  existing  accounts  in  our  local  com¬ 
munity.  We  require  excellent  verbal 
and  written  communication  skills, 
highly  developed  planning  and  orga¬ 
nizational  skills,  and  a  minimum  of  2 
years  in  print  advertising  sales.  Candi¬ 
dates  must  be  able  to  work  in  a  team- 
oriented  environment.  Please  send 
resume  to  The  Leader  Newspapers, 
Attn:  Willa  Robinson,  425  West 
Broadway,  Suite  300,  Glendale,  CA 
91 204,  or  Fax:  (818)  637-3247. 

ADVERTISING  SALES  REPRESEN¬ 
TATIVE  for  aggressive  state  newspaper 
association.  Excellent  opportunity; 
base-to-commission  plon.  Need  com¬ 
munications/organizational  skills,  sales 
experience,  newspaper  savvy  to 
represent  our  members  to  advertisers, 
agencies.  Send  resume,  letter  explain¬ 
ing  why  we  need  you  to  Jim  Fall,  Mon¬ 
tana  Newspaper  Association,  534  N. 
Last  Chance  Gulch,  Suite  202,  Helena, 
MT  59601  by  August  15. 

ADVERTISING  DIREQOR 
The  Park  Record,  a  6,000  paid/circ. 
twice  weekly  community  newspaper  in 
Park  City,  Utah  seeks  an  advertising 
director  with  strong  sales/managemenf 
skills.  Manage  5  sales  people  with  part 
time  ad  assistant  -  also  publishing  a 
monthly  special  section  and  weekly 
real  estate  tab.  Growing,  competitive 
market.  Resort  town  experience  a  plus. 
Fax  resume,  salary  history  and 
availability  to;  Andy  Bernhard,  The 
Park  Record,  (801)  649-4942. 


CLASSIFIED  TELEMARKETING  SALES 
MANAGER 

Large  market  daily  newspaper  in  Zone 
2  seeks  experienced  Classified  Sales 
Manager  to  oversee  telemarketing 
sales  department.  Candidate  must  hove 
proven  sales  and  management  experi¬ 
ence.  The  right  person  will  be  responsi¬ 
ble  for  developing  new  revenue 
sources,  recruiting  and  training  of  sales 
staff,  and  managing  all  sales  activities. 
Bachelor  degree  plus  3  years  man¬ 
agement  experience  in  a  classified 
environment  required.  Experience  with 
a  classified  ad  taking  system  a  must. 
Familiarity  with  classified  pagination  a 
plus.  Position  pays  salary  plus  bonus 
with  an  excellent  benefits  package 
including  401  (k).  Respond  in  con¬ 
fidence  to  Box  08220,  Attn:  Classified 
Telemarketing  Sales  Manager,  Editor  & 
Publisher. 

RETAIL  ADVERTISING  REP 
Time  for  a  career  change?  Priority 
Logistic  Services,  Inc.,  a  transportation 
broker  of  newspaper  inserts  &  bulk 
mail  is  seeking  a  sales  rep  to  increase 
our  retail  client  base.  If  you  have  expe¬ 
rience  with  Retail  or  Ad  Agencies, 
please  call  Tim  Bartels  at  (800)  880- 
1958.  Transportation  experience  not 
necessary. 
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Directories  from  E&P. 


EDITOR  &  PUBLISHER  RESOURCE  ORDER  CARD 


Please  ship  the  following  publication(s)  to  the  name  and 
address  below.  My  credit  card  number  or  check  is  enclosed. 

Name _ 


(  )  My  check  is  eixdosed  (payable  to  Editor  &  Publisher  Company). 

Payment  must  be  in  US  Dollars  drawn  on  a  US  bank 
(  )  Charge  my  (  )VISA{  )MC  (  )AMEX 
# _ 


Exp.  Date_ 


_Signature_ 


Company_ 


Street  Address 


City_ 


(Sony,  no  deiveries  to  PO.  tx»es) 

_State _ Zip _ 


Phone 


(In  case  we  have  questions  about  your  Older) 


Fax 


COLOR 

PUBUCATION 

#  COPIES 

COST/COPY 

TOTAL 

RED 

1997  International 
Year  Book 

$125 

BLUE 

1997  Edttor&Pubusher 
Market  Guide 

$100 

CaffiEN 

1997  E&P/FPP  CoMMUNOY, 
Specialty  and  Free 
Publicatx)ns  Year  Book 

$99 

•Orders  shipped  outside  the  US  and  Canada  must  add 
$25  per  shipment.  ••California,  District  of  Columbia, 
New  York  and  Ohio  residents  must  add  applicable  tax. 
Canada  residents  please  add  GST. 

SHIPPING 

FREE* 

TAX** 

MY  total  ORDER 

Your  Business  (Check  one  Category  Only) 


1.  J  Newspaper 

2.  -I  Newspaper  Equip.  Mfr. 

3.  J  Syndicate^News 

Service 

4.  J  Advertising  Agency 

5.  -I  Public  Relations  Firm 

6.  -I  Legal  Firm 

7.  J  Government 

8.  J  Mfr. -General 

9.  J  Mfr. -Auto  &  Truck 

10.  J  Mfr.  -  Food 


11.  J  Service  Industry 

12.  J  Unversity/Public  Ubrary 

13.  J  Rnandal 

14.  J  Retail 

15.  -I  Public  Transportation 

16.  -J  Individual 

17.  J  Publishing  Other  Than 

Newspaper 

18.  -I  Real  Estate 

19.  -I  Other 


Mail  to;  Editor  &  Publisher  Company,  11  W.  19th  St, 
NYC,  NY  10011.  Fax  number (212)  691-6939. 
e-mail  us  at  edpub@mediainfo.com. 

VISIT  THE  E&P  WEB  SITE  AT  http://vvww.mecfaiiifo.com 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
Rockingham  Gxinly  Newspapers,  tops 
among  New  England's  'quality'  weekly 
groups,  seeks  ad  director  due  to  career 
odvancetnenl.  Natural  leadership,  peo¬ 
ple  skills,  and  care  (or  customws  and 
co-workers  must  be  there  along  with 
ability  to  create  efiective  programs  for 
small  advertisers,  negotiate  with 
majors,  and  work  honds-on  with 
occounts  in  tlie  field.  Department's  top 
priority  is  to  gain  new  business;  eight 
experiefKed  sales  reps  on  total  com¬ 
mission  and  strong  circulation  are 
there  if  you  possess  the  personality, 
drive  and  know-how  to  build  a  team 
and  build  the  business.  Complexities  of 
multi -title  operation  and  central  plant 
require  analytical  skills  and  ability  to 
handle  administrative  detail.  In  the  past 
decades,  two  of  our  ad  directors  have 
gone  to  become  dail)  newspaper  pub- 
fishers;  show  us  what  talents  you 
possess.  Resumes  only  to  John  labor, 
publisher,  P.O.  Box  250,  Exeter,  NH 
03833.  FAX:  (603)  773-2308. 

ADVERTISING 


_ ADVERTISING _ 

internahonal  advertising 

MANAGER 

The  European  &  Pacific  Stars  &  Stripes 
headquarters  office  in  Washington,  DC 
area  seeks  international  advertising 
manoger  to  regularly  travel  to  overseas 
offices  &  leocT  odvertising  sales  com- 
raigns.  The  papers  are  Department  of 
Defuse  non-appropriated  fund  news¬ 
papers  published  daily  for  the  U.S. 
military  personnel  in  Europe  &  the 
Pacific.  Must  hove  5-*-  years  in  com¬ 
mercial  U.S.  newspaper  advertising/ 
sales/revenue  grovvth  w/ management 
experience;  creating  &  making  ad 
agency  &  nationaf  account  pres¬ 
entations;  sales  training  &  staff  devel¬ 
opment;  zoned  advertising;  com¬ 
mission  pay  plan  development  & 
website  advertising.  Prefer  some  inter¬ 
national  travel  experience  &  interna¬ 
tional  or  regional  management  of 
odvertising  sates  staff.  Fax  resume  w/ 
salary  requirements  to  Jane  Medina, 
j703)  428-0625  or  e-mail  to: 
|obs@stripes.osd.mil. 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 

THE  ST.  LOUIS  POST-DISPATCH,  the  leading  metropol¬ 
itan  daily  newspaper  in  the  St.  Louis  market,  has  an  out¬ 
standing  career  opportunity  for  a  RETAIL  ADVERTISING 
MANAGER. 

This  strategic  position's  responsibilities  include  leadership, 
sales  management,  internal  and  external  client  communica¬ 
tions,  recruiting  and  nurturing  of  a  diverse  staff,  develop¬ 
ment/retention/motivation,  problem  solving,  planning,  bud¬ 
geting,  and  other  key  sales  elements 

The  successful  candidate  will  possess: 

•  A  PROVEN  TRACK  RECORD  OF  SALES  MANAGEMENT 

•  A  MINIMUM  OF  SEVEN  YEARS  EXPERIENCE  IN  ADVERTISING 
SALES  MANAGEMENT 

•  A  VISIONARY,  PROVEN  ABILITY  TO  LEAD  AND  MOTIVATE  LARGE 
SALES  STAFFS 

•  Ability  to  successfully  compete  with  and  gain  a  share 

FROM  BOTH  THE  PRINT  AND  BROADCAST  COMPETITION 

•  Ability  to  create  initiatives  which  grow  the  business, 

INCLUDING  THE  USE  OF  DATABASES  AND  TECHNOLOGY  TO 
INCREASE  SALES  AND  PRODUCTIVmY 

•  College  degree  preferred  in  marketing,  business  and/or 

COMMUNICATIONS. 

We  offer  a  competitive  wage,  bonus  and  benefits  package. 
Send  resume  to: 

ST.  LOUIS  POST-DISPATCH 
PERSONNEL  DEPARTMENT/ 

RETAIL  MANAGER 
900  NORTH  TUCKER  BLVD. 

ST.  LOUIS,  MO  63101 

The  Post-Dispatch,  an  Equal  Opportunity  Employer,  values  the 
diversity  of  our  work  force  and  the  knowledge  of  our  people. 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 
The  San  Elernardino  Sun,  a  Gannett 
newspaper,  in  San  Bernardino  County, 
the  gateway  to  Southern  California, 
seeks  an  aggressive,  goal-oriented 
manage  to  1^  its  staff  of  retail  sates 
professionals  in  a  competitive,  growing 
market. 

The  successful  candidate  must  hove  a 
demonstrated  ability  to  develop  and 
build  marketing  strategies  and  pro¬ 
grams  to  advance  maiket  share  and 
revenue  goals.  The  Retail  Advertisirrg 
Manager  is  also  responsible  for  deveL 
oping,  motivating  arKf  mentoring  the 
soles  team,  through  coachirrg,  training 
and  incentive  programs. 

At  least  5  years'  newspaper  sales 
experience  arKf  at  least  2  years  in  a 
supervisory  capacity  is  required.  A 
four-year  college  degree  in  a  related  dis¬ 
cipline  (or  equivalent  combination  of 
experieiKe  and  education)  is  desired. 

We  offer  a  very  competitive  salary  oryf 
benefits  package  and  the  opportunity 
to  grow  within  Gannett,  an  industry 
leader  for  career  opportunities.  SerKf 
resume  and  cover  letter  (including 
salary  history  arxf  refererKesj  to:  Karen 
Van  Lore,  SBRAM/EP,  Gannett  Co., 
IrK.,  1 100  Wilson  BKrd.,  Adington,  VA 
22234. 

Gannett  is  an  equal  opportunity 
employer  that  recagnizes  and 
appreciates  the  benefits  of  diversity  in 
the  workplace.  People  who  share  this 
belief  or  reflect  a  diverse  backgrourKf 
are  especially  encouraged  to  apf^. 

SALES  MANAGER  far  grawing 
15,000-circulation  doily.  Send  letter  to 
Publisher,  Palo  Alto  Daily  News,  329 
AlrrKj  Street,  Palo  Alto,  CA  94301 . 


RETAIL  ADVERTISING  MANAGER 
Midwest  60,000  daily  seeks  an 
aggressive,  team-oriented  manager 
who  is  ready  to  take  on  the  teader^ip 
rote  in  helping  a  sates  force  of  over 
20.  Must  be  computer  literate  and 
results-orienled.  If  you  have  a  proven 
trock  record  arKf  are  interested,  please 
serxl  a  resume  and  salary  history  confi¬ 
dentially  to:  GOOD  NEWS,  Alpine 
Centre,  Suite  245  N,  2435  Kimberly 
Rd.,  Bettendorf,  lA  52722,  Tel:  (319) 
359-4877,  Fax:  (319)  359-8539. 


SAIES  MANAGER 
CLASSIFIED  ADVERTISING 
Inside  Sates  Manager  needed  to  direct 
the  performarKe  of  approximately  15 
inside  classified  sales  reps  in  accor¬ 
dance  with  job  descriptions,  depart¬ 
ment  revenue  goals  and  classified 
management  team  objectives. 
Responsibilities  include  staff  schedul¬ 
ing,  goal-setting,  performance  evalua¬ 
tions,  interviewing,  training,  motivat¬ 
ing,  providing  resources  arxi  customer 
service  trKmagement.  Ideal  candidate 
should  have:  Previous  sales  manage¬ 
ment,  personnel/human  resources 
experierKe,  strong  communication  arnf 
listening,  organization,  accuracy, 
prompt  &  professional  customer  ser¬ 
vice,  creative  ideas,  enthusiastic  motiva¬ 
tional  abilities  and  computer  know¬ 
ledge.  Protessional  career,  competitive 
salary,  benefits  and  grawth 
opportunities  await  the  best  cotKlidate. 
Serxf  resume  to:  Susan  Econ,  director 
of  classified  advertising,  Patuxent  Pub- 
lishirrg  Cottrpany,  10750  Little  Patuxent 
Pkwy.,  Columbia,  MD  21044.  FAX: 
(410)992-6861. 


_ ADVERTISING _ 

CORPORATE  CLASSIFIED 

DEVELOPMENT  DIREOOR 

St.  Louis-based  Pulitzer  Community 
Newspapers,  tec.  seeks  to  odd  a  know¬ 
ledgeable  classified  professiorKil  to  its 
corporate  staff.  The  ideal  candidate 
will  have  an  accomplished  backgrourKf 
at  running  classified  soles  at  newspa¬ 
pers  of  various  sizes.  As  a  nrember  of 
our  corporate  marketing  support  staff, 
you'll  advise  our  newspapers  on  sates 
strategies,  promotions,  rating, 
custatner  service,  classified  niche  ara 
new  media  products,  arKf  sales  staff 
training,  deployment  arKf  compensa¬ 
tion.  You  neM  experierKe  that  irKludes 
sellirra  Real  Estate,  Auto,  Help  Wanted, 
Legab,  and  Transient  ads.  Vite're  look¬ 
ing  for  someone  with  a  complete 
uriderstanding  of  the  fundamentals,  os 
well  as  a  track  record  of  taking 
innovative  approaches  to  unique  prob¬ 
lems.  Knowtedge  of  telephone  system 
technology  and  classified  front-end 
systems  is  also  essential. 

This  is  a  great  opportunity  to  join  one 
of  America's  leading  media  com¬ 
panies.  PCN,  a  division  of  Pulitzer  Pub¬ 
lisher  Company,  has  1 6  newspapers  in 
fine  markets,  such  as  Provo,  LJT,  Napa, 
CA,  Flagstaff,  AZ,  DeKalb,  IL  and 
Santa  Maria,  CA.  For  consideration, 
forward  your  resume  and  salary 
requirements  to  Dan  Cotter,  VP  Market¬ 
ing,  Pulitzer  Community  Newspapers, 
7701  Forsyth,  Suite  1000,  Clayton, 
MO  63105.  Fax  to:  (314)  340-3145. 

Equal  Opportunity  Employer. 


CLASSIFIED  ADVERTISING  MANAGER 
Leading  trade  magazine  is  lookirrg  for 
a  Classified  Sates  Morroger  with  4  to  5 
years  sates  management  experierKe  in 
o  magazine  or  newspaper  environ¬ 
ment.  Must  be  reody  to  grow  the  busi¬ 
ness  in  print  otkI  on  the  Web.  Highly 
organized  self-starter  with  excellent 
written/personal  communication  skills. 
PC  atKf  Internet  literacy  is  required.  If 
you  are  a  leader  otk)  ready  to  inspire 
arfo  grow  the  business,  re^  to  Mike 
Dardano,  VP/Sales,  Editor  &  Pub¬ 
lisher,  1 1  W  1 9th  Street,  Now  York, 
NY  1001 1 .  No  phone  calls,  please. 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBUSHER 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 
The  Athens  Banner-Herald/Daily  News 
located  in  Athens,  GA  seeks  a  highly 
motivated,  hands-on  individual  to  Irad 
and  manage  its  circulation  department 
in  this  growing  university  area.  Must 
hove  proven  strengths  in  service,  pro¬ 
motions,  and  strong  people  skills.  Col¬ 
lege  education  or  equivalent  manage¬ 
ment  experience  required.  Send 
resume  and  references  to  Martha 
Thomas,  personnel  department,  Athens 
Banner-Herald/Daily  News,  P.O.  Box 
912,  Athens,  GA  30603,  e-mail  to: 
jwilson@athensnewspapers.com. 


CIRCULATION  MANAGER 
You  can  help  a  new  publisher  take  an 
award-winning,  bi-weekly  into  the  year 
2000.  Great  growth  potential. 
Ambitious  plans.  Hands-on  job.  Right 
candidate  will  be  sales -oriented.  Ser¬ 
vice  is  excellent.  Collection  problems 
minimum. 

R.  Keith  Walters/Publisher 
Journal-Tribune 
P.O.  Box  547 
Seneca,  SC  29679 


CIRCULATION  DIREaOR 
Immediate  assignment  for  an  experi¬ 
enced  circulator  for  a  36,000  daily, 
42,000  Sunday  newspaper  located  in 
central  Ohio.  Candidate  must  hove  pro¬ 
ven  ability  at  achieving  volume  growth, 
revenue  and  expense  budgets.  Suc¬ 
cessful  leadership  in  customer  service, 
home  delivery  and  marketing  of  the 
daily  newspaper  a  must.  Strong  com¬ 
munication  skills  and  coaling/ 
training  experience  a  must.  Candidate 
must  hove  management  experience  at 
a  comparable  or  larger  7-day  news¬ 
paper.  We  are  part  of  a  well-known 
newspaper  group  who  offers  a  salary 
and  bonus  commensurate  with  your 
experience.  In  addition,  we  offer  a 
401  (k),  health,  dental,  life,  long  term  dis¬ 
ability  and  other  benefits.  Our  com¬ 
munity  is  nationally  ranked  among  the 
most  affordable  places  to  live  in  the 
U.S.  If  you  are  ready  for  a  new 
challenge,  then  submit  your  resume 
and  salary  history  to: 

Nick  Monico/Publisher 
News  Journal 

70  W.  4th  Street,  P.O.  Box  25 
Mansfield,  OH  44901 
FAX:  (419)  522-5877 


INTERNATIONAL  CIRCULATION 
MANAGER 

The  European  &  Pacific  Stars  &  Stripes 
headquarters  affice  in  Washington,  DC 
area  seeks  international  circulation 
manager  to  regularly  tra/el  to  overseas 
offices  &  lead  circulation  growth  cam¬ 
paigns  and  review  operations/ 
distribution  methods.  The  papers  are 
Department  of  Defense  non- 
appropriated  fund  newspapers  pub¬ 
lished  daily  for  the  U.S.  military  person¬ 
nel  in  Europe  &  the  Pacific.  Must  hove 
5+  years  in  commercial  U.S.  newspa¬ 
per  circulation/sales/operations/w/ 
management  experience;  strong  record 
of  growing  circulation;  problem¬ 
solving;  executing  sales  campaigns; 
staff  training  &  development;  renewal 
marketing;  bulk,  sponsored  &  NIE 
sales.  Prefer  some  international  travel 
experience  &  international  or  regional 
management  of  circulation  operations 
&  sales.  Fax  resume  w/salary  require¬ 
ments  to  Jane  Medina,  (703)  428- 
0625,  e-mail  to:  jobs@stripes.osd.mil. 


_ CIRCULATION _ 

DISPATCHER  MANAGER  -  TRAINER 
Ryder  Integrated  Logistics,  Inc.,  the 
leading  third-party  distribution,  tran- 
portation,  logistics  provider  to  the 
newspaper  industry  is  accepting 
applications  for  a  dispatcher/ 
manager-trainee  position  in  our  Plano, 
TX  location.  Preferred  applicants  will 
have  newspoper  distribution  experi¬ 
ence,  management,  leadership,  safety, 
and  training  skills.  This  position  offers 
an  excellent  opportunity  for  qualified 
career-oriented  individual  with  a 
strong  work  ethic.  Excellent  benefits 
program.  Send  resume  to  Ryder  Inte¬ 
grated  Logistics,  Inc.,  3900  W.  Plano 
Pkwy.,  Plano,  TX  75075.  EOE 


CREW  SALES  MANAGERS 

The  Denver  Post  is  expanding  its  crew 
sales  efforts  in  the  Denver  metro  area. 

We're  looking  for  individuals  who  wish 
to  work  with  our  existing  crew  con¬ 
tractor  (CMI)  or  have  the  personnel 
and  experience  to  strike  out  on  their 
own.. 

Denver  is  a  wonderful  place  to  live  and 
work! 

Great  order  offers  and  commissions! 

Call  for  an  interview:  Vern  Mallinen 
Circulation  Marketing  Director 
(303)  820- ISW 


DISTRIBUTION  MANAGER 

The  San  Diego  Union-Tribune,  a  daily 
metropolitan  newspaper  with  a  circula¬ 
tion  of  380K  daily  and  460K  Sunday 
is  currently  seeking  a  Distribution 
Manager. 

Responsibilities  include  managing  the 
operation  of  the  Distribution  Dock  and 
Garage  Facility.  Insuring  receipt  and 
distribution  of  the  printed  product  to 
distribution  and  satellite  receiving  cen¬ 
ters.  This  positian  will  develop  and 
maintain  budget  tracking  systems  and 
monitor  supply  consumption.  Oversee¬ 
ing  a  staff  of  approximately  60 
employees. 

Qualified  candidates  will  have  a  mini¬ 
mum  of  5  years  management  experi¬ 
ence  in  the  operations  of  a  distribution 
facility,  experience  with  labor  unions, 
multiple  project  management,  detail 
arientated,  possess  strong 
interpersonal  skills,  team  player  and 
flexible.  Salary  commensurate  with 
experience. 

Please  send  resume  and  salary  history 
to: 

The  Union-Tribune  Publishing  Co. 

Human  Resources  Dept.,  Job  #60/97 
P.O.  Box  191 

San  Diego,  CA  921 12-4106 
AN  EQUAL  OPPORTUNITY  EMPLOYER 


SEND  E&P  BOX  REPUES  TO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


_ CIRCULATION _ 

EDUCATIONAL  SERVICES  MANAGER 
Seeking  an  aggressive,  results-oriented 
person  to  manage  our  NIE  program. 
The  position  is  responsible  for  plan¬ 
ning,  creating,  and  implementing  qual¬ 
ity  programs  to  maximize  the  use  of 
newspapers  in  the  classroom.  With  a 
highly  successful  Vacation  Donation 
fund,  there  is  tremendous  potential  for 
expansion  and  growth.  Qualified  can¬ 
didate  must  be  a  proven  professional 
that  can  initiate  and  develop  com¬ 
munity  relationships,  build  partnerships 
within  local  and  State  educational 
systems,  and  participate  in  joint  NIE 
projects  with  other  newspapers.  Col¬ 
lege  degree  is  required  plus  a  mini¬ 
mum  of  two  years  NIE  program  expe¬ 
rience.  Excellent  salary  and  benefits 
package. 

Please  send  resume  including  salary 
history  to: 

The  Arizona  Republic 
Carol  Freeman 
Circulation  Manager  -  Sales 
P.O.  Box  1950 
Phoenix,  AZ  85001 

FAX:  (602)  444-8241 
Equal  Opportunity  Employer 

HOME  DEUVERY  SALES  MANAGER 
The  Record,  with  growing  circulation  of 
55,000  daily  and  68,000  Sunday,  is 
searching  for  an  aggressive/creative 
sales-oriented  circulation  pro  to  lead 
telemarketing,  carrier  and  NIE  sales. 
The  Record  is  a  regional  newspaper 
serving  the  San  Joaquin  and  Calaveras 
counties  of  north  central  California. 
We  offer  a  strong  salary,  incentive  and 
benefit  package.  Please  fax  resume, 
salary  history  and  cover  letter  to:  Dove 
Williams,  (209)546-8310. _ 

REGIONAL  ZONE 
CIRCULATION  AAANAGER 
The  Blade,  Toleda,  OH,  h  s  an 
immediate  opening  for  a  Regional 
Zone  Manager  to  optimize  growth 
potential  in  its  state  area.  The  suc¬ 
cessful  candidate  will  supervise  seven 
district  managers  and  work  with  a 
network  of  independent  agents  and 
motor  routes  in  home  delivery  and 
single  copy  sales.  Qualified  candidates 
must  have  5-t  years  management 
experience,  preferably  in  a  union 
environment,  and  be  a  sales/service 
leader.  College  degree  preferred.  Very 
generous  salary  and  benefits.  Send 
cover  letter,  resume,  and  salary  require¬ 
ments  to:  Janelle  Author,  human 
resources  manager.  The  Blade,  541  N. 
Superior  St.,  Toledo,  OH  43660  by 
August  15,  1997.  EOE. 

THE  TAMPA  TRIBUNE  has  an 
immediate  opening  for  a  Hawker 
Supervisor.  The  desired  candidate  will 
be  responsible  for  the  inception  of  the 
hawker  program.  An  individual  with 
prior  "hands-on”  and  management 
experience  relating  to  a  hawker  pro¬ 
gram  is  a  must.  We  offer  an  attractive 
salary,  bonus  and  benefit  package. 
Mail  or  fax  your  resume  and  cover  let¬ 
ter  to:  Tampa  Tribune,  1103-E  N. 
22nd  St.,  Tampa,  FL  33605,  Attn:  Matt 
Monks,  Single  Copy  Manager,  FAX: 
(813)  248-5607.  EOE. 


_ CIRCULATION _ 

SMALL  DAILY  in  Zone  2  is  seeking  an 
aggressive,  hands-on  manager  to 
direct  the  day-to-day  operations  of  the 
circulation  department  including 
customer  service,  sales  and  marketing, 
and  single  copy.  Must  have  the  ability 
to  lead  and  motivate  others.  Company 
benefits.  Send  resume  with  salary 
requirements  to  Box  08211,  Editor  & 
Publisher. 


THE  ARIZONA  REPUBUC  is  looking  for 
an  energetic  Area  Circulation  Man¬ 
ager.  This  position  is  responsible  for 
40K  to  60K  circulation  and  supervision 
and  motivation  of  six  to  eight  district 
managers. 

The  successful  candidate  wil  have  a 
passion  for  the  circulation  field,  a  posi¬ 
tive  attitude  and  a  demonstrated  ability 
to  achieve  results  in  service,  circulation 
growth  and  marketing. 

A  minium  Iwa  years  college  degree  in 
a  business  related  field.  Four  to  six 
years  of  previous  circulation  manage¬ 
ment  experience  or  equivalent  is  pre¬ 
ferred. 

Mail  cover  letter,  resume,  salary  history 
and  references  to: 

Mark  Mesalam  CI36 
The  Arizona  Republic 
Post  Office  Box  1 950 
Phoenix,  AZ  85001 
e-mail:  mark.mesalam@pni.com 

Equal  Opportunity  Employer 

THE  MARSHFIELD  NEWS-HERALD,  a 
1 5,000  daily  newspaper  in  Central 
Wisconsin  is  seeking  a  Circulation 
Manoger  to  lead  team  members  in 
maintaining  high  levels  of  customer 
service,  and  develop  a  broad-based 
sales  effort.  Specific  duties  include 
strategic  sales  planning  and  marketing, 
quality  circulation  safes  development; 
home  delivery  and  single  copy  sales; 
increasing  circulation  penetration; 
development  of  active  NIE  program; 
staff  motivation  and  training;  revenue 
development  and  expense  control; 
focus  on  customer  satisfaction  and  sub- 
sciber  retention;  assist  with  conversion 
to  new  circulation  computer  system; 
budget  planning  and  corporate 
reports;  ABC  auditing;  pastal  regula¬ 
tions.  This  position  is  a  key  member  of 
our  management  team,  which  provides 
leadership  for  the  Central  Wisconsin 
Strategic  Marketing  Group.  Complete 
benefit  package  available  including 
401  (k)  and  bonus  opportunities.  Please 
submit  resume  and  cover  letter  detail¬ 
ing  your  qualifications,  and  salary 
requirements,  in  confidence  to: 

Mr.  Randy  Graf/Group  Publisher 
Central  Wisconsin 
Strategic  Marketing  Group 
P.O.  Box  8090 

Wisconsin  Rapids,  Wl  54495-8090 


Editor  &  PuBUSHER; 
The  communication  link 
of  the  newspaper 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR  -  The  Times 
Union  seeks  a  veteran  journalist  to 
bring  fresh  ideas  and  energy  to  this 
100,000/160,000  circulation  market 
leader  in  New  York's  Capital  Region. 
Candidates  should  have  at  least  five 
years'  daily  newspaper  experience, 
including  editing  duties,  although  a 
seasoned  reporter  looking  to  gain 
management  and  editing  skills  will  be 
considered.  Send  resume,  editing  sam¬ 
ples  and  cover  letter  outlining  your 
local  news  philosophy  to  Jim  Michaels, 
executive  city  editor.  Times  Union,  Box 
15000,  Albony,  NY  12212. _ 

ASSISTANT  CONTENT  EDITOR 
The  Tribune  Star,  of  Terre  Haute,  IN,  is 
a  37,000-daily  and  44,000-Sunday 
newspaper  in  West  Central  Indiana. 
The  city  offers  a  college  environment 
and  typical  Midwest  lifestyle.  The 
Tribune-Star  has  a  reputation  for 
pursuit  of  public  records  and  has  won 
more  awards  than  any  other  newspa¬ 
per  or  size  in  the  last  three  state  con¬ 
tests.  If  you  can  help  make  a  story  sing 
to  readers,  we  want  to  talk  with  you. 
We  need  an  editor  who  can  help 
coordinate  the  next  day's  news  and 
edit  it.  We  need  someone  who  is  a  com¬ 
municator  and  a  teacher  and  can  help 
our  staff  continue  to  develop  and  grow. 
We  also  need  someone  who  is  willing 
to  work  nights.  In  short,  we  need  a  com¬ 
mitted,  versatile  journalist  who  can 
help  ploy  almost  every  editing  role  on 
our  1 5-person  content  desk.  If  you  are 
interested  in  this  position,  send  resume, 
five  clips  and  a  letter  explaining  the 
work  behind  your  best  clip  to  Jim 
Lewers,  content  editor,  c/o  Tribune- 
Star,  P.O.  Box  149,  Terre  Haute,  IN 
47808. 


ASSISTANT  MANAGING  EDITOR 
Family-owned  daily  newspaper  seeks 
an  outstanding  candidate  for  assistant 
managing  editor.  Must  be  strong 
writer,  planner  and  organizer;  have 
good  understanding  of  small-town 
issues;  and  be  ready  to  teach  and  lead 
reporters.  Send  cover  letter,  resume, 
work  somples  and  references  to 
Manoging  Editor,  Ashland  Times- 
Gazette,  40  E.  SecorKi  Street,  Ashland, 
OH  44805. 


BUREAU  EDITOR 

Can  you  lead  a  team  of  reporters?  Are 
you  a  competitor?  Can  you  plan  and 
organize  a  news  report  for  multiple 
publications?  If  you  said  yes,  then  our 
opening  for  a  bureau  editor  may  be 
for  you.  We  are  looking  for  an  editor 
to  coordinate  coverage  in  Rockingham 
County,  a  rural  community  just  north  of 
Greensboro,  NC.  We  want  a  leader 
who  con  generate  a  daily  news  report; 
work  in  a  team-based  atmosphere; 
and  coach  and  develop  a  reporting 
staff.  Editing  experience  is  preferred, 
but  not  required.  If  you  are  interested, 
send  a  cover  letter  outlining  your  news 
philosophy;  clips  representing  your 
best  wonr;  and  a  resume  to  Tom  Cor¬ 
rigan,  metro  editor.  News  &  Record, 
200  E.  Market  St.,  Greensboro,  NC 
27420.  Deadline:  August  1 . 


_ EDITORIAL _ 

ASSISTANT  METRO  EDITOR 
An  experienced  assistant  metro  editor 
is  sought  by  the  Daily  Record,  a 
57,000  circulation  daily  published  in 
Morris  County,  NJ,  just  45  minutes 
from  New  York  City.  Candidates 
should  have  five  years  experience  as 
reporter,  three  os  an  editor  and  one  as 
a  supervisor.  Proven  record  of  commit¬ 
ment  to  community  news,  sophisticated 
reporting  and  fine  writing  a  must. 
Reply  to  James  McGarvey,  assitant 
managing  editor.  Daily  Record,  800 
Jefferson  Rd.,  Parsippany,  NJ  07054. 


ASSOCIATE  EDITOR 
No.  2  position  at  a  fully  Mac- 
paginated  30,000  AM  in  Southeast. 
We've  won  multiple  awards  for  design, 
photography  and  writing  but  are  look¬ 
ing  to  move  up  to  the  next  level.  Our 
news  staff  is  a  mix  of  veterans  and 
newcomers  with  a  mission  not  just  to 
report  the  news,  but  to  meet  it  holfway. 
StroTig  writing/cooching  skills  a  must 
as  the  person  who  fills  this  slot  will 
share  editorial  writing  duties  with 
executive  editor  (including  paginating 
the  editorial  page)  while  overseeing  con¬ 
tent  development  for  the  entire  paper. 
Must  be  willing  to  be  visible  part  of  the 
community  and  bring  life  to  an 
editorial  page  that  has  grown  stale. 
Staff  includes  a  talented  artist/ 
cartoonist  just  waiting  for  the  reins  to 
be  loosened  a  little  so  he  can  help 
tackle  local  issues.  Excellent  salary  and 
benefits  package  to  match  your  years 
of  experience.  Reply  to  Box  08225, 
Editor  &  Publisher. 

ATTENTION  GRADUATES 
Entry-level  reporter,  capable  of  sound, 
award-winning  writing,  needed  for 
NC's  largest  weekly.  Will  need  to  hove 
some  combination  of:  hard  news 
(education  expertise  a  plus), 
investigative,  business,  features,  and/ 
or  have  photography  skills.  $15,000- 
$16,000.  Send  resume,  references, 
best  clips  to:  The  Alamance  News, 
P.O.  Box  431,  Graham,  NC  27253. 


BOSTON  HERALD 

Seeks  two  enterprising,  aggressive 
reporters  to  cover  key  business  news 
beats  in  highly  competitive  market. 
One  will  handle  all  aspects  of  the 
information  technologies  beat  in  one  of 
America's  top  high-tech  regions.  The 
other  will  cover  regional  advertising, 
tourism  and  retailing.  Ideal  candidates 
will  hove  developed  a  concise,  creative 
writing  style  and  have  at  least  three 
years  reporting  experience  in  a  daily 
news  operation.  Replies  to  Ted  Bunker, 
business  editor.  One  Herald  Square, 
Boston,  MA  02106  or  by  E-mail: 
tbunker@bostonherald.com 


COPY  EDITOR  -  50,000  Zone  2  AM 
daily  and  Sunday  needs  a  word 
person,  a  style  enforcer,  someone  who 
cores  about  editing,  who  can  write 
good,  punchy  headlines  and  make 
deadlines  every  night.  Resume,  clips  to 
Box  0821 7,  Editor  &  Publisher. 

When  four  fisherman  get  together, 
there's  always  a  fifth. 

Spencer  Apollonio 


EDITORIAL 

EDITORIAL 

BUSINESS  REPORTER 

The  Hartford  Courant,  the  nation's 
oldest  daily  newspaper  of  continuous 
publication,  is  seeking  a  solid  business 
writer  to  help  cover  insurance,  a  major 
Connecticut  industry.  The  successful 
applicant  has  several  years  experience 
covering  business  stories  with  excellent 
clips.  She  or  he  is  an  aggressive 
reporter  who  can  take  complex  data 
arid  turn  it  into  easy  to  read  prose.  The 
successful  applicant  must  be  also  a 
team  player  vrho  con  work  well  with 
other  colleagues.  Resume  and  clips 
should  be  sent  to  George  Gombossy, 
business  editor,  Hartford  Courant,  285 
Broad  St.,  Hartford,  CT  061 1 5. 

BUSINESS  REPORTERS  &  EDITORS 

We  are  an  internationally  renowned 
media  organization,  with  exceptional 
opportunities  for  Business  Reporters 
and  Editors  for  our  new  website.  Most 
positions  are  located  in  New  York  City. 

Qualified  candidates  must  have  a  min¬ 
imum  of  4  years  experierKe  at  a  daily 
newspaper,  business  weekly,  or  wire 
service,  preferably  covering  manage¬ 
ment  or  personal  firrance  issues.  Ce¬ 
line  experience  is  preferred. 

Please  send  your  resume,  with  clips 
and  salary  requirements,  to:  Box 
08229,  Editor  &  Publisher.  EOE 

COPS/CITY  Reporter  for  2X  weekly. 
Need  someone  who  can  hustle.  Recent 
grads  considered.  Send  clips/resume 
to  Osceola  News-Gazette,  P.O.  Box 
422068,  Kissimmee,  FL  34742.  E-mail: 
OsceolaNG@aol.com.  FAX:  (407) 
933-6856. 

CARIBBEAN  DAILY  seeks  a  top-notch 
business  reporter  to  strengthen  four- 
man  desk.  The  ideal  candidate  will  com¬ 
bine  in-depth  reporting  with  breaking 
news  coverage  and  will  be  able  to 
interpret  and  analyze  the  news.  Pre¬ 
vious  Financial  reporting  essential. 

Please  send  resume  and  published  sam¬ 
ples  to: 

'Alexander* 

1 390  Eglinton  Avenue  West 
Toronto,  ON  M6C  2E4  CANADA 

CITY  EDITOR 

Daily  1 5,000  circulation  in  the  heart  of 
Indian  Country.  Aggressive,  energetic 
individual  to  design  page  layout,  give 
out  story  assignments,  direct  reporters, 
edit  copy  and  assist  in  managing 
newsroom  for  6-day  a  week  paper  in 
gorgeous  western  New  Mexico.  Send 
resume  to  City  Editor,  The  Independent, 
P.O.  Box  1210,  Gallup,  NM  87305. 

COPY  DESK  DESIGNER 

An  award-winning  Ohio  mid-sized 
AM  daily  seeks  person  with  flair  for 
headlines,  an  eye  for  spotting  errors  in 
stories,  and  catching  incorrect  nuonces 
in  copy.  Emphasis  will  be  desiging/ 
paginating  special  sections,  daily  qual¬ 
ity  control  of  pages,  ensuring  night 
deadlines  met,  editing/paginating  wire 
pages.  QuarkXPress  and  online  expe¬ 
rience  expected.  Send  headline,  edit¬ 
ing,  design  samples  to  Karen  Jantzi, 
night  charge  editor.  The  Lima  News, 
P.O.  Box  6W,  Lima,  OH  45802-0690. 

EDITOR 

You  can  help  a  new  publisher  take  an 
award-winning,  bi-weekly  into  the  year 
2000.  Great  growth  potential. 
Ambitious  plans.  You  must  be  able  to 
think  big,  train,  plan  and  edit.  Hands- 
on  job.  Mail  cover  letter,  resume  and 
copy  of  your  newspaper  to: 

R.  Keith  Walters/Publisher 
Journal-Tribune 

P.O.  Box  547 

Seneca,  SC  29679 

EDITORIAL 

EDITORIAL 

Join  the  Rodale  Press  Team 


Tired  of  the  newspaper  grind?  Magazine  work  leaving  you 
unfulfilled?  Then  consider  the  sane,  healthy  alternative. 
Rodale  Press  needs  full-time  writers  and  editors  to  put  out  well-written, 
well-researched  books  on  health,  fitness,  stress,  sex,  nutrition,  and 
alternative  healing.  These  books  are  developed  and  marketed  in 
conjunction  with  Men's  Health  and  Prevention  magazines,  two  of  the 
hottest,  most  important  health  publications  in  America. 


WRITERS:  The  preferred  candidate  would  have  at  least  three  years 
experience  as  a  full-time  writer  with  some  background  in  “how-to'  service 
journalism.  We  need  energetic,  passionate  reporters  who  can  conduct 
intense  research  yet  write  with  wit  and  simplicity. 


EDITORS:  The  preferred  candidate  has  at  least  ten  years  full-time 
journalism  experience  and  three  years  management  experience. 

You  must  be  an  organizer,  a  motivator  and  leader,  and  above  all. 
a  top-notch  wordsmith. 

Candidates  must  be  willing  to  relocated  to  Eastern  Pennsylvania.  Rodale 
Press  offers  superior  compensation  packages  and  amenities  unheard  of  at 
most  other  companies;  a  gym,  onsite  daycare,  health-food  cafeterias, 
flexible  scheduling,  subsidized  education,  and  much  more.  Send  resume, 
work  samples  and  cover  letter  to:  Personnel  Office, 

Rodale  Press,  33  East  Minor  Street,  Emmaus,  PA  18098-0099. 

An  Equal  Opportunity  Employer  U/F/D/V _ 
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COPYEDITOR 
POUCE/COPS  REPORTER 

THE  PADUCAH  SUN,  a  30,000  morn¬ 
ing  daily  in  western  Kentucky's  lakes 
ai^  outdoor  recreation  region,  has  two 
openings:  a  copy  editor/ paginator 
and  a^olice/couils  reporter.  Tne  Sun 
is  the  flogship  of  the  14-paper  Paxton 
Media  Group.  We  need  a  copy  editor 
to  function  as  interim  night  city  editor 
working  with  our  reporters,  before 
ultimat^  moving  to  the  copy  desk.  We 
need  a  high-energy,  enthusiastic, 
aggressive  police  and  courts  reporter 
who  likes  to  find  news  where  others 
can't  and  vdia  pitches  in  for  GA  needs. 
Our  core  staff  of  seasoned  reporters 
will  welcome  a  hard  worker.  Send  let¬ 
ter,  resume,  clips  to  Executive  Editor, 
Paducah  Sun,  P.O.  Box  2300, 
Paducah,  KY  42002-2300.  The 
Paducah  Sun  is  an  Equal  Opportunity 
Employer. 


COPY  EDITOR 

American  Banker,  the  top  daily  news¬ 
paper  on  financial  services,  seeks  a 
bright,  energetic  wardsmith  for  fast- 
pocM  copy  desk.  Requires  at  least  tvro 
years  in  publishing;  experience  on  a 
financial  copy  desk  strongly  preferred. 
Desk  works  vreekday  business  hours. 
Send  resume  and  cover  letter  and  two 
work  samples  to:  Debra  Cope,  execu¬ 
tive  editor,  American  Banker,  1  State 
Street  Plaza,  New  York,  NY  10004. 
No  phorie  calls,  please. 

EDITOR:  Great  opportunity  to  lead  the 
newsroom  of  our  daily  and  Sunday, 
AM  paper  in  the  booming  Piedmont  of 
North  Carolina.  If  you  like  to  coach 
and  mentor,  love  local  news  and  are 
committed  to  excellence;  this  is  the  slot 
foi'  you.  Current  editor  is  moving  to  a 
larger  paper.  Send  letter  and  resume 
to: 

Steve  Buckley /The  Times-News 
P.O.  Box  481 
Burlington,  NC  27216 


EDITORIAL 


_ EDITORIAL _ 

EDITOR  NEEDED;  ours  is  retiring.  Com¬ 
munity  involvement  a  must  as  well  as 
recent  experience  and  strong  belief  in 
community  journalism.  We  need  a 
leader  for  our  award-winning  news 
team  that  produces  a  6-day  daily,  3 
weeklies,  our  own  Web  site  and 
audiotext  services.  Please  serxl  resume 
to  Publisher,  The  Daily  Courier,  P.O. 
Box  312,  Prescott,  AZ  86302. 


EDITORIAL  DIREQOR 
Leading  publisher  of  how-to  maga¬ 
zines  seeks  candidates  for  top  editorial 
position.  Will  direct  editorial  policy  for 
nine  publications,  and  will  help 
develop  new  titles.  Must  have  7-10 
years  editorial  management  experience. 
Background  in  art  a  plus.  Resume  and 
sala^  history  to  Box  08226,  Editor  & 
Publisher. 


COPY  EDITORS  &  PAGE  DESIGNERS 
The  Northern  Virginia  Daily,  a  six-doy- 
a-week  AM  paper  in  the  Shenandoah 
Valley  of  Virginia,  80  miles  of  west 
Washington,  DC,  is  expanding  its 
news  staff.  We  are  close  to  full  pagina¬ 
tion  and  need  more  people  on  desk  to 
maintain  the  standards  that  hove  mode 
us  the  most  honored  small  daily  in  the 
state  for  nearly  a  decade.  Copy  editors 
must  have  solid  knowledge  of  gram¬ 
mar  and  AP  style.  Recent  college  grad¬ 
uates  and  reporters  interested  in 
switching  to  desk  work  will  be  con¬ 
sidered;  intelligerKe  and  ability  more 
important  than  experierKe.  Design  posi¬ 
tions  involve  rotating  work  on  local, 
state,  national  and  international  pages. 
We're  looking  for  creotivity,  flexibility, 
good  news  judgment  and  headline¬ 
writing  ability.  We  will  train  for  our 
style  of  design,  but  knowledge  of 
QuarkXPress  a  prerequisite.  Highly  com¬ 
petitive  salary  and  benefits.  Send 
resume  and  samples  of  work  to  Susan 
Laving,  assistant  managing  editor. 
Northern  Virginia  Daily,  P.O.  Box  69, 
Strasburg,  VA  22657;  or  fax  to 
(540)  465-9388. 


EDITORIAL 


News  Editors 

Bring  your  daily  newspaper  experience  to  new  horizons! 

We  seek  News  Editors  with  five  or  more  years'  expCTience  at  a  daily  new^per. 
strong  page  design  and  headline-writing  skills,  proficiency  in  AP  style  andexcellent 
communication  skills.  Experience  handling  color  on  a  deadline  would  be  a  plus. 

Gannett  professionals  earn  a  competitive  base  salary  with  an  attractive  performance  - 
based  Sonus  package.  Our  benefits  are  generous  and  include  pension  and  401  (k). 

Gannett  maintains  policies  and  practices  that  reflect  commitment  to  work/life 
balance.  We  value  diversity  in  our  workforce  and  encourage  those  of  diverse 
backgrounds  to  apply. 

Gannett  maintains  a  safe,  drug-free  workplace  and  pre-employment  drug  screening 
is  required. 

Send  your  resume,  along  with  a  letter  that  summarizes  and  illustrates  your 
accomplishments  and  examples  of  work,  in  confidence,  to: 

Gannett  Subuitian  Newspapers 

ob  /.  Walsh  -  News  Department-EP 
One  Gannett  Drive 
White  Plains,  NY  10604 


/f»A\  GANNETT 

ijf  Suburban  Newspapers 


_ EDITORIAL _ 

COPY  EDITORS  EXTRAORDINAIRE 
If  you  can  spell  "hyperbole'’  and  can  spot 
dumb  superlatives  from  a  mile  away, 
you  might  find  a  spot  on  the  copy 
desks  of  The  Indianapolis  Star  arnd  The 
Indianapolis  News.  We  will  be  filling 
two  newly  created  positions  later  this 
summer  on  desks  still  to  be  determined. 
Our  perfect  candidate:  a  veteran  with 
at  least  five  years'  experience  at  a 
metro  daily  who  is  seeking  a  new 
challenge.  You  must  be  able  to  fill  a 
variety  of  roles:  copy  editor,  designer 
and  front-line  leadership  as  we  begin 
rolling  out  our  CCI  pagination  system 
this  fall.  Above  all,  you  must  be  able  to 
think  like  a  reader.  If  your  headlines 
and  page  designs  grab  a  reader  by 
the  collar,  send  a  resume  and  work 
samples  to  Dave  Hill,  news  operations 
manager.  The  Star  &  Ne>vs,  307  North 
Pennsylvania  Street,  Indianapolis,  IN 
46206.  dhill2717@inetdirect.net. 


COPYEDITOR 

The  Columbus  Dispatch,  a  state  capital 
metropolitan  daily,  is  accepting 
resumes  for  an  opening  on  its  news 
copy  desk.  We're  looking  for  versatile, 
experienced  editors  with  talent  and 
initiative.  Current  openings  are  for  the 
night  shift.  We  offer  excellent  pay  and 
benefits  and  an  atmosphere  that's 
friendly  and  professional.  We  are  a 
leader  in  the  use  of  the  latest  newspa¬ 
per  technology,  with  full  pagination 
and  extensive  use  of  color.  Atex  and 
QuarkXPress  experience  helpful.  We 
are  an  equal  opportunity  employer. 

Send  a  resume  and  cover  letter  with 
salary  requirements  to: 

THE  COLUMBUS  DISPATCH 
Human  Resources  Department 
34  S.  Third  Street 
Columbus,  OH  4321 5 


EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-r  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 


CORRESPONDENTS  (Freelance) 
STATE  &  LOCAL  GOVERNMENT 
Freelance  correspondents  sought  in 
Zones  7-9  for  regional  trade  magazine 
focusing  on  state  and  local  government 
operations  and  policies.  Must  have  an 
eye  (or  unique  feature  stories  that  pro¬ 
vide  senior  government  officials  with 
practical  information.  Weekly  or  daily 
nrent  reporting  experierKe  pre- 
but  will  consider  recent  gradu¬ 
ates  with  solid  clips.  Pay  by  article/ 
assignment.  Send/fax  resume, 
refererKes,  3  best  clips  to:  Editor,  CSI, 
1005  12th  St.,  Suite  H,  Sacramento, 
CA  95814.  Fax:  (916)  442-5963. 

DEPUTY  EDITOR 

Join  a  new  era  at  Maine  Times,  one  of  the 
nation's  rrrast  respected  newsweeklies. 
Significant  responsibilities  for  riKinaging 
staff  and  directing  news  report.  Send  let¬ 
ter  of  interest,  resume  and  writing/edit¬ 
ing  samples  to:  Douglas  Rooks,  editor  and 
publisher,  P.O.  Box  350,  Hallowell,  ME 
04347. 


_ EDITORIAL _ 

DESIGN/COPY  EDITOR 
This  job  with  the  Bismarck  Tribune  is  a 
dream  (or  a  designer  with  the  soul  of  a 
journalist.  We  offer  the  opportunity  to 
design  features  and  hard  news  fronts. 
Also,  the  charKe  to  edit  and  design  our 
quarterly  magazines  awaits  the  suc¬ 
cessful  candidate.  Our  full-color  pages 
are  Mac-produced.  If  interested,  please 
send  resume  and  clips  to  Libby  Simes, 
HR  Manager,  The  Bismarck  Tribune, 
P.O.  Box  1498,  Bismorck,  ND  58502. 


DESIGN/COPY  EDITOR 
The  Beaver  County  Times,  a  45,000 
doily,  54,000  Sunday  newspaper  in 
southwestern  Pennsylvania,  is  seeking 
a  copy  editor  with  pagination  experi¬ 
erKe,  as  well  as  skills  in  page  design, 
story  editing  and  headline  writing. 
Minority  and  female  applicants 
encouraged  to  apply.  Send  resume 
and  work  samples  to  Cathy  Benscoter, 
day  editor,  Beaver  County  Times,  P.O. 
Box  400,  Beaver,  PA  15009.  No 
phone  calls,  please. 

CITY  EDITOR 

City  Editor  needed  to  plan  local  news 
and  ccveroge  and  direct  9  reporter  staff. 
Strong  organizational  skills  and  proven 
ability  in  coaching,  editing  and  manag- 
ina  required.  Serid  resume  to:  Jim  Lee, 
editor,  Carroll  County  Times,  201 
Railro^  Ave.,  Westminster,  MD,  21 1 58. 
The  Times  is  an  Equal  Opportunity 
Employer. 

EDITORS 

New  Times  is  looking  (or  editors  at  all 
levels  to  fill  future  ownings  at  our 
award-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco  and  Los  Angeles. 
There  are  immediate  openings  for 
associate  editors  at  the  Dallas 
Observer  and  Miami  New  Times.  Our 
new  paper  in  Fort  Lauderdale,  slated  to 
begin  in  the  fall  of  1997,  also  needs  a 
managing  editor. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help  staf¬ 
fers  generate  strong  stories.  Qualified 
applicants  will  hove  at  least  two  years 
of  post-college  editing  experience.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 
No  phone  colls,  please. 


The  communication 
link  of  the 
newspaper 
industry  every 
week  since  1884. 
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_ EDITORIAL _ 

EXPERIENCED  REPORTER 
REPORTER 
BUREAU  REPORTER 
COPY  EDITOR 

The  Standard-Examiner,  a  65,00 
circulation  PM  newspaper  in  Ogden, 
Utah,  is  recruiting  tor  the  following 
openings; 

EXPERIENCED  REPORTER:  Seeking  a 
reporter  with  5-8  years  experience, 
looking  to  showcase  his  or  her  in-depth 
reporting  skills.  Will  also  cover  $2.6 
billion  reconstruction  of  1-15  through 
Salt  Lake  valley. 

REPORTER:  Looking  for  a  reporter  with 
2-3  years  experience  to  cover  a  variety 
of  general  assignment  and  government 
stories  in  our  O^en  office. 

BUREAU  REPORTER:  Seeking  reporter 
with  2-3  years  experience  to  cover  a 
variety  of  stories  in  our  Davis  County 
bureau. 

COPY  EDITOR:  Looking  for  copy  editor 
to  write  headlines,  design  pages  and 
paginate  using  Sll  MTX  Layout  system. 

The  Standard-Examiner  is  just  north  of 
Salt  Lake  City,  home  of  the  2002 
Winter  Olympics.  Send  cover  letter, 
resume  and  vrork  samples  to  Monag¬ 
ing  Editor  Ron  Thornburg,  Standard- 
Examiner,  P.O.  Box  951,  Ogden,  UT 
84402-0951. 


_ EDITORIAL _ 

FINANCIAL  NEWSWIRE  REPORTERS/ 

The  Dow  Jones  News  Service  is  seek¬ 
ing  reporters  with  varied  levels  of 
experience,  preferably,  but  not  essen¬ 
tially,  in  business  journalism.  Recent  col¬ 
lege  graduates  will  be  considered  for 
entry-level  positions.  These  positions 
are  located  at  our  Jersey  City  head¬ 
quarters.  Qualified  candidates  for  this 
business  newswire  must  have  strong 
jouiTKilism  skills.  Speed  and  accuracy 
a  must. 

We  offer  responsible  positions  with  a 
prestigious  publication  that  is  expand¬ 
ing  its  staff,  career  advancement 
opportunities,  competitive  salaries  and 
excellent  benefits.  Send/FAX  resume 
with  salary  history  and  requirements  in 
confidence  to: 

Rick  Stine 

Deputy  Managing  Editor 
Dow  Jones  News  Service 
Horborside  Financial  Center 
600  Plaza  Two 
Jersey  City,  NJ  0731 1 
FAX:  (201)938-5034 

EOE  M/F/D/V 

No  phone  colls  will  be  occepted. 


_ EDITORIAL _ 

EDITOR 

Seeking  editor  for  six-doy-a-week, 
locally  owned,  10,000  circulation 
nevrspaper  located  in  Midwestern  city 
in  Zone  5.  Excellent  opportunity  for 
seasoned  journalist.  Will  supervise  staff 
of  seven  covering  four  counties  in  two 
states  and  oversee  opinion  pages. 
Candidates  should  hove  a  minimum  of 
ten  years  of  newspaper  experience 
with  at  least  five  in  management. 
Salary  commensurate  with  experience. 
Send  resume  and  samples  of  work  to: 
Box  08228,  Editor  &  Publisher. 

GAY  NEWS  EDITOR 
TWN,  a  Miami-based  gay  paper  is 
seeking  a  bright,  intelligent  individual 
from  a  weekly  background  to  head  our 
newsroom  as  a  writer/features  editor 
with  page  design  experience.  Lead  our 
small  staff  and  dozen  freelancers.  Pen 
several  pieces  a  week,  oversee  staff, 
design  by  QuarkXPress  (PC),  plan  for 
future  issues.  Excellent  salary  &  bene¬ 
fits  package.  Move  to  South  Florida 
and  be  yaurself.  Fax  resume  (305) 
756-6932,  and  mail  clips  TWN,  901 
NE  79  Street,  Miami,  FL  33138.  Start 
work  immediately. 

GENERAL  ASSIGNMENT  Reporter 
needed  for  mid-sized  Zone  5  PM  daily. 
Prefer  Midwest  applicants.  Reply  to 
Box  08231 ,  Editor  &  Publisher. 


_ EDITORIAL _ 

GRAPHIC  ARTIST  -  The  Tribune- Star,  of 
Terre  Houle,  IN,  is  a  37,000-daily  and 
44,000-Sunday  newspaper  in  West 
Central  Indiana.  The  city  offers  a  col¬ 
lege  environment  and  t^icol  Midwest 
lifestyle.  The  Triburie-Star  has  a  reputa¬ 
tion  (or  pursuit  of  public  records  and 
has  vron  more  awards  than  any  other 
newspaper  our  size  in  the  last  three 
state  cantests.  We're  looking  for  a 
highly-motivated  graphic  artist/ 
joutTKilist  who  can  h»p  take  our  visual 
content  to  a  higher  level.  Expectations 
include  generating  infornKition  graph¬ 
ics,  handling  the  daily  weather  mop 
and  vrorking  on  illustrations  to  support 
stories.  If  you  are  interested  in  this  posi¬ 
tion,  send  resume,  five  clips  and  a  let¬ 
ter  explaining  your  best  clip  to: 
Stephanie  Ang«,  nevrs  editor,  Tribune- 
Star,  P.O.  Box  149,  Terre  Haute,  IN 
47808. 


LAYOUT  &  COPY  EDITOR 
Strong  word  and  design  skills  plus 
deadline  experience  needed  (or  copy/ 
design  desk  at  the  Pocono  Record,  pub¬ 
lishing  seven  mornings  a  week  in  beau¬ 
tiful  NE  PA.  If  you're  committed  to 
quality  community  journalism  and  com¬ 
fortable  with  changing  technology,  we 
need  you!  Infographic  ability  and 
QuarkXPress  experience  a  plus.  Send 
resume  and  convincing  cover  letter  to 
Editor  Kim  de  Bourbon,  Pocono 
Record,  51 1  Lenox  Street,  Stroudsburg, 
PA  18360.  Tel:  (71 7)  420-4340. 


EDITORIAL 


EDITORIAL 


EDITORIAL 


EDITORIAL 


No  Titles.  No  Organizational  Charts. 

Just  Great  People  Working  Hard  Together 
All  the  Time.  Bloomberg. 

FINANCIAL  EDITORS  &  REPORTERS  -  MILAN,  ITALY 

Interaction  is  constant.  Work  is  dynamic.  Training  is  continuous.  We  are  Bloomberg  L.P., 
the  leading  financial  information  provider  that  spans  the  globe.  Unparalleled  service  and 
unsurpassed  products  have  made  us  the  fastest-growing  company  in  the  information 
industry.  Through  our  combination  of  news,  programming,  data  collection,  service  and 
sales,  we  have  implemented  technology  to  deliver  instantaneous,  comprehensive  financial 
information  worldwide. 

We  currently  seek  Rnancial  Editors  &  Reporters  for  our  Milan,  Italy  news  bureau. 

We  require: 

•  2-5  years  reporting,  writing  and/or  editing  experience  preferably  with  a 
business  news  egency,  newspaper  or  magazine  or  a  demonstrated  expertise 
in  the  financial  markets; 

•  The  ability  to  deliver  concise  reports  under  tight  deadlines; 

•  A  thorough  understanding  of  the  economy,  financial  markets  and  local  companies; 

•  Fluency  in  English  and  Italian. 

Please  send  resume  and  writing  clips  to  Bloomberg  L.P.,  Howard  border.  Human 
Resources,  499  Park  Avenue,  New  York,  NY  10022.  U.S.A.  Fax:  212-940-1954. 

No  phone  calls  please.  EOE  M/F/D/V.  e-mail:  careers@bloomberg.com 


Bloomberg 

FINANCIAL  MARKETSW 


COMMODITIES 
NEWS 
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HELP  WANTED 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Los  Angeles  and  Miami,  and 
for  its  new  paper  in  Fort  Lauderdale 
starting  this  fall.  Strong  writing  skills 
essential.  Job  entails  planning/editing 
music  section,  hiring  freelonce 
reviewers,  and  writing  a  local  music 
column  as  well  as  reviews  and  feature- 
length  pieces.  Send  cover  letter, 
resume  and  five  best  clips  to:  Christine 
Brennan,  P.O.  Box  5970,  Denver,  CO 
80217. 

No  phone  calls,  please. 


MUTUAL  FUNDS  MAGAZINE 
Openings  for  experienced  financial 
writers,  full-time  (in  South  Florida)  or 
free  lance.  Fax  resume  and  samples  to 
Norman  Fosback  (954)  570-8200 


NATIONWIDE  business  intelligence 
firm  seeks  consultants,  researchers  and 
specialists  in  all  industries  and  business 
expertises.  Consultants  should  be  capa¬ 
ble  of  gathering  and  analyzing 
information.  Ability  to  gather  live 
information  and  conducting  interviews 
is  paramount.  Send  appropriate 
nKiterials  to: 

CIS 

2349  Ashmeod  Place,  NW 
Washington,  DC  20009 


METRO  EDITOR 

Make  a  difference.  The  Star-Gazette, 
Gannett's  first  newspaper  (35,000 
daily,  50,000  Sunday),  seeks  a 
creative,  dynamic  editor  to  run  the 
local  news  operation.  Must  know  how 
to  balance  aggressive  daily  coverage 
with  strong  enterprise  projects  that  will 
hove  an  impact  in  the  scenic,  family- 
oriented  Finger  Lakes  region  of  Upstate 
New  York.  To  apply,  send  a  letter, 
resunte,  samples  of  best  work  and  a 
week's  vrorth  of  current  newspaper  to 
Charles  Nutt,  editor,  Star-Gazette,  201 
Baldwin  Street,  P.O.  Box  285,  Elmira, 
NY  1 4902.  The  Star-Gazette  is  an 
equal  opportunity  employer. 


MANAGING  EDITOR 
Located  in  beautiful  scenic  Idaho,  our 
5,000  circulation  PM  daily  is  looking 
for  a  self-motivated  leader  for  our  nine 
person  newsroom.  Strong  community 
coverage  is  our  main  focus.  Editing, 
writing,  page  layout  and  design  and 
coaching  skills  are  a  must.  A  working 
knowled^  of  QuarkXPress  is  required. 
As  a  member  of  our  management 
team,  you  will  help  guide  us  into  the 
next  century.  Comprehensive  benefits 
package.  Send  cover  letter  and  resume 
to  Jay  Lenkersdorfer,  publisher.  South 
Idaho  Press,  P.O.  Box  1 90,  Burley, 
Idaho  83318. 


MTA  is  seeking  an  Ediutr  u>  be  res[xmsible  firr  developing  and 
publishing  its  membership  newspaper,  other  publicatiims, 
printed  materials,  and  related  projects.  MTA  offers  excellent 
fringe  benefits  and  compensatitm  package.  Salary  commensu¬ 
rate  with  experience .  Mail  or  fax  your  resume  with  a  one-page 
writing  sample  and  salary  reijuirements  to  Persormel 
Manager,  20  A  .hburtim  Place,  Busttm,  MA  02108  (fax 
617-742-7360)  by  July  30,  1997. 

Editor 

The  Editor  ctHsrdinates  and  supervises  rept)rting  and 
photographic  coverage  of  MTA  events  and  related 
activities.  The  successful  candidate  will  possess  competent 
writing  and  photography  skills,  he  well-versed  in  desktop 
publishing  and  knowledgeable  afxxJt  all  phases  of 
newspaper  prtxJuction. 

Other  requirements  include  a  Bachelors  degree  (Master's 
preferred),  3-5  years  as  an  editor  or  comparable  ptrsition; 
experience  in  writing  newsletters  and  promotional 
literature;  proven  ability  to  use  35  mm  reflex  camera. 
Candidates  shixild  have  supervisory  experience  as  well  as 
experience  trainittg  adults  and  a  demonstrated  track  record 
of  meeting  short  deadlines.  Access  to  personal  transporta¬ 
tion,  home  telephone,  willingness  to  travel  (generally, 
statewide)  and  work  nights  and  weekends  are  a  must. 


All>! 

Massachusetts  leactiers  i 


An  equal  opfKxtunity  employer 

Women  and  minuhties  arc  ciKtxiraxcd  to  apply. 


UFESTYLE  TRENDS  REPORTER:  Hove  a 
passion  for  telling  tales?  Can  spot  a 
trend  in  progress?  The  Dayton  Daily 
News  is  looking  for  an  accomplished 
reporter  and  writer  who  can  capture  in 
compelling  and  entertaining  prose  the 
dramo  and  comedy,  angst  and 
absurdities  of  everyday  life  and  every¬ 
day  people.  The  qualified  candidate 
should  be  able  to  a  turn  story  quickly 
in  response  to  breaking  news  and  lo 
spin  a  yam  that  will  keep  readers  com¬ 
ing  back  for  more.  We're  counting  on 
this  reporter  to  bring  a  sense  of  place, 
of  real  life  to  our  pages  and  to  stay  on 
top  of  the  shifting  patterns  of  life.  Par¬ 
ticular  emphasis  will  be  placed  on 
workplace  and  relationship  issues  and 
trends.  Minimum  of  five  years'  experi¬ 
ence  in  daily  journalism  required. 
Interested  candidates  should  send 
resume  and  writing  samples  to  Ann 
Hoffman  or  Edwina  Blackwell  Clark  at 
Thu  Dayton  Daily  News,  45  S.  Ludlow 
Street,  Dayton,  OH  45402. 


UFESTYLES  EDfTOR 

The  Chillicothe  Gazette  is  looking  for  a 
writer  and  designer  to  make  sure  our 
lifestyles  section  reflects  the  everyday 
life  of  our  readers.  We  want  someone 
to  help  take  our  six-day,  1 6,000- 
circulation  afternoon  paper  to  the  next 
level.  Mac  and  QuarkXPress  skills 
needed.  Send  resumes  and  samples  to 
Managing  Editor,  Chillicothe  Gazette, 
50  W.  Main  Street,  Chillicothe,  OH 
45601. 


METRO  EDfTOR 

The  Kokomo  (IN)  Tribune  is  seeking  a 
person  to  assist  the  managing  editor  in 
the  day-to-day  operations  of  the  metro 
staff.  Responsibilities  include 
supervision,  editing  metro  and 
specialty  page  news,  and  pagination 
of  weekend  pages.  Reporting,  copy 
editing  and  QuarkXPress  experience  a 
must;  management  experience  a  plus. 
The  Tribune  is  a  25,000-circulation  PM 
daily  (AM  weekend)  50  miles  north  of 
Indianapolis.  Send  cover  letter,  resume 
with  references  to  John  Wiles,  manag¬ 
ing  editor,  300  N.  Union  St.,  P.O.  Box 
9014,  Kokomo,  IN  46904-9014. 

NEWS  EDfTOR  -  We  need  a  pro  to 
lead  our  copy  desk.  The  successful 
candidate  will  hove  copy  editing  expe¬ 
rience,  including  pagination  with 
QuarkXPress,  and  some  management 
experierKe.  Salary  range  is  $30,000- 
$33,000.  Send  cover  letter,  resume, 
samples  to  Judy  Trough,  director  of 
human  resources,  Altoona  Mirror,  P.O. 
Box  2008,  Altoona,  PA  16603-2008. 

I  COPY  EDffOR/PAGE  DESIGNER  sought 
i  for  the  Cape  Cod  Times  night  desk. 
;  Successful  candidate  will  be  as  comfort- 
:  able  writing  crisp  headlines  and  editing 
:  live  copy  as  designing  compelling  pages 
I  in  a  paginated  environnrrent.  Minimum 
i  three  years  experience  in  daily 
:  newsroom.  Send  letter/ resume,  five 
i  tearsheets  of  your  work  by  Aug.  1  to: 
i  Cliff  Schechtman,  Cape  Cod  Times, 
I  319  Main,  Hyannis,  AAA  02601 .  EOE. 

:  How  Favre  can  you  go? 


NEWS  EDITOR 

A  capable,  efficient  editor  is  sought  for 
a  24,0(X)  circulation  daily  newspaper 
in  Woterville,  Maine.  This  night  news 
editor  position  involves  extensive 
hands-on  copy  editing  and  the  devel¬ 
opment  of  the  local  news  report.  The 
ideal  candidate  will  have  a  college 
degree  (or  equivalent  experience), 
heodline,  copy  and  layout  skills  as  well 
as  editing  experience.  Must  be 
energetic  and  creative  and  be  able  to 
work  with  reporters.  Competitive  salary 
and  benefits  plan.  Send  resume  with 
cover  letter  and  samples  to:  Central 
Maine  Newspapers,  Attn:  Human 
Resources-NE,  274  Western  Avenue, 
Augusta,  ME  04330. 


OPINION  PAGE  EDfTOR 
The  Kokonx}  (IN)  Tribune  is  seeking  on 
opinion  page  editor  who  will  develop 
and  produce  a  daily  opinion  page, 
including  a  daily  editorial.  The  opinion 
page  editor  will  provide  support  in 
copy  editing  and  pagination  as 
needed.  The  Tribune  is  a  25,000- 
circulation  daily,  50  miles  north  of 
Indianapolis.  Send  cover  letter,  resume 
and  work  examples  to:  Kokomo 
Tribune,  John  Wiles,  managing  editor, 
300  N.  Union  St.,  P.O  Box  9014, 
Kokomo,  IN  46904-9014. 


NEWS  EDfTOR 

The  Times  Herald,  a  Gannett  newspa¬ 
per  located  in  Port  Huron,  Ml,  is  seek¬ 
ing  a  News  Editor.  The  ideal  candidate 
will  hove  five  years  of  copy  editing 
experience  at  a  daily  paper.  Problem 
solving  ability,  excell^t  knowledge  of 
grammar  ar>d  style  as  well  as  strong 
headline  writing  skills  required.  Profi¬ 
ciency  with  pagination,  Macintosh, 
QuarkXPress  and  AP  LeafDesk  helpful. 
Supervisory  experience  a  plus.  For  con¬ 
sideration,  please  send  cover  letter, 
resume  and  salary  requirement  to: 
Executive  Editor,  P.O.  Box  5009,  Port 
Huron,  Ml  48061-5009. 

Equal  Opportunity  Employer. 

NEWS  REPORTER 

Illinois  AgriNews  has  an  immediate 
full-time  opening  (or  a  field  editor  to 
work  in  LaSalle,  IL.  Seeking  an  experi- 
erKed  reporter,  or  recent  ag  communi- 
cations/joumalism  grad.  Photo  experi¬ 
ence  a  plus.  Car  required.  Mail 
resume/clips  to:  Warren  T.  Pufahl, 
lllirrois  AgriNews,  426  Second  Street, 
LaSalle,  IL61301. 

PAGE  DESIGNER 

Two  poginotors  wanted  (or  doily  prod¬ 
uction  or  news  and  feature  pages  using 
Macintosh-based  QuarkXPress.  Design 
and  desktop  publishing  skills 
necessary.  Computer  graphics  skills  a 
plus.  Please  send  resume  and  work 
samples  to  Editor,  Pekin  Daily  Times, 
Box  430,  Pekin,  IL61555. 


SEND  E&P  BOX  REPUES  TO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 
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_ EDITORIAL _ 

NIGHT  LCXi^L  NEWS  EDITOR 
The  La  Crosse  (Wl)  Tribune  needs  a 
night  local  news  editor  to  fill  a  key  posi¬ 
tion  on  a  newsroom  management  team 
that  makes  local  news  its  No.  1  priority. 
The  Tribune  is  an  award-winning 
36,000  daily  newspaper  located  on 
the  banks  of  the  Mississippi  River, 
where  the  folks  are  friendly,  the 
neighborhoods  ore  nice  and  recrea¬ 
tional  opportunities  abound.  The  night 
local  news  editor  joins  vrith  the  local 
news  editor  to  direct  and  supervise  an 
experienced  stoff  of  14  reporters  and 
four  photographers. 

Send  cover  letter  and  resume  to; 

Meribeth  Catania 
Human  Resources  Manager 

La  Crosse  Tribune 
401  N.  Third  Street 
La  Crosse,  Wl  54601 
Deodlirte:  August  4,  1 997 

PAGE  DESIGN  SPECIAUST  -  The  Regis-. 
ter-Guord,  a  78,000  circulation  morn¬ 
ing  daily  in  Eugene,  OR,  needs  a  copy 
editor  with  strong  page  design  skills  to 
work  in  the  newspaper's  Graphics 
Department.  The  successful  candidate 
will  be  an  expert  at  combining  type, 
art  and  photographic  elements  to  pro¬ 
duce  elegant,  visually  compelling 
pages.  Fuliv  paginated  newsroom 
using  Digital  Technology  International 
software  on  Macintosh  computers.  Pre¬ 
ference  will  be  given  to  candidates 
with  Macintosh  and/or  DTI  pagination 
experience.  Schedule  varies  according 
to  workload;  night  and  weekend  work 
required.  Qualified  applicants  must  sub¬ 
mit  a  cover  letter,  resume  and  six  rxxi- 
relumable  samples  of  full-page  layouts 
they  hove  published  no  later  than  Fri¬ 
day,  Aug.  8,  1997,  to:  Graphics  Dept. 
Copy  Editor,  The  Register-Guard, 
Human  Resources  Department,  P.O. 
Box  10188,  Eugene,  OR  97440. 

PHOTO  EDITOR  -  The  Tribune- Star,  at. 
Terre  Haute,  IN,  is  a  37,000-daily  and 
44,000-Sunday  newspaper  in  West 
Central  Indiana.  The  city  offers  o  col¬ 
lege  environment  and  typical  Midwest 
lifestyle.  The  Tribune-Star  has  a  reputa¬ 
tion  for  pursuit  of  public  records  and 
has  won  more  awards  than  any  other 
newspaper  our  size  in  the  last  three 
state  contests.  We  need  a  highly- 
motivated  photo  editor  who  can  take 
our  photography  staff  to  a  higher  level. 
We're  looking  lor  more  thon  o  shooter, 
designer  or  artist;  we're  looking  for  a 
leader.  If  you  are  interested  in  this  posi¬ 
tion,  send  resume,  cover  letter  and 
clips  or  slides  of  your  vrork  to  Trevis 
Mayfield,  assistant  editor.  Tribune- Star, 
P.O.  Box  149,  Terre  Haute,  IN  47808. 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of 
an  E&P  box  holder. 

If  you  don1  want  your  reply  to  go  to 
certain  newspapers  (or  com-panies), 
seal  your  reply  in  an  envelope  add¬ 
ressed  to  the  E&P  Classified  Ad¬ 
vertising  Department  with  an  at- 


_ EDITORIAL _ 

REPORTER  and  COPY  EDITOR  for 
20,000  circulation  PM  dedicated  to 
local  news.  QuarkXPress  skills  a  plus 
for  copy  editor  applicants.  Send  dips, 
resume  to  Ginny  Wray,  editor, 
Martinsville  Bulletin,  P.O.  Box  3711, 
Martinsville,  VA  24115,  fax:  (540) 
638-7409. 

_ infoOnxirtinsvillebulletin.com _ 

REPORTER  for  Idaho's  largest  weekly 
newspaper.  Looking  for  bright  writer, 
terxicious  story  researcher,  self-starter. 
Must  enjoy  living  in  a  mountain  ski 
resort.  BA  in  journalism  required,  but 
will  consider  other  degrees  plus  news¬ 
paper  experience.  Send  resume,  clips 
and  references  to  Barbara  Perkins, 
editor,  Idaho  Mountain  Express,  P.O. 
Box  1013,  Ketchum,  ID  83340. 


REPORTER:  Break  into  daily  newspa- 
pering  in  a  lively,  competitive  Western 
market.  The  Times-News  is  a  growing 
23,500  AM  in  sunny  southern  Idaho. 
We  need  a  sharp  entry-level  reporter 
who  con  produce  front-poge  news  and 
readable  features  on  a  4-perons 
bureau  staff.  Send  resume,  best  clips, 
reference  list  to  Clark  Walworth, 
morxtging  editor,  P.O.  Box  548,  Twin 
Falls,  ID  83303. 


PRESENTATION  NEWS  EDITOR 
The  State,  South  Carolina's  largest 
newspapers,  needs  an  experienced 
news  editor  who  will  supervise  20  copy 
editors,  designers,  graphic  artists  and 
supporting  staff  members  on  the  pres¬ 
entation  desk.  The  ideal  candidate  will 
directly  supervise  night-time  news 
operation,  production  flow,  decision¬ 
making  and  quality  control,  particu¬ 
larly  emphasizing  the  quality  of  the 
front  poge.  Candidates  should  have  at 
least  5  years  of  daily  newspaper  expe¬ 
rience  in  copy  editing  and  design. 
Applicants  with  previous  assigning  or 
supervising  editor  roles  are  preferred. 
Pagirxttion  experience  arrd  urxJerstarKl- 
ing  of  technologicol  systems  a  plus. 
Please  send  resumes  with  salary 
requirements  to  Beverly  Dominick,  assis¬ 
tant  to  the  executive  editor.  The  Slate, 
P.O.  Box  1333,  Columbia,  SC  29202. 
Equal  Opportunity  Employer/Drug 
Screening. 


RELIGION  REPORTER:  The  Winston- 
Solom  Jounxil  is  looking  for  a  reporter 
to  cover  religion  and  rxxiprofit  ogen- 
cies. 

This  is  a  senior  position,  and  the 
reporter  helps  coordinate  our  Religion 
section  and  writes  a  vreekly  column. 
Qualified  candidates  should  be  equally 
at  home  doing  well-crafted  features 
and  hard-hitting  pieces  and  have  a 
genuine  interest  in  explaining  religious 
and  ethical  issues  to  a  diverse  reader- 
ship. 

If  you're  interested,  please  send  a 
resume,  your  10  best  clips  and  five 
most  recent  clips  to  Ken  Otterbourg, 
metro  editor,  Winston-Salem  Journal, 
P.O.  Box  3159,  Winston  Salem,  NC 
27102-3159. 


_ EDITORIAL _ 

THE  TRENTONIAN,  the  aggressive 
60,000  circulation  daily  from  Centrol 
New  Jersey,  is  looking  for  o  news 
editor.  Candidates  must  have  solid 
news  judgment,  a  flair  for  writing 
punchy  headlines,  innovative  layout 
skills  and  a  knowledge  of  QuarkX¬ 
Press.  One  to  three  years  copy  editing 
experience  at  a  daily  newspaper  is 
preferred.  Please  send  clips  to  the 
Executive  Editor,  The  Trentonian,  600 
Perry  Street,  Trenton,  NJ  08618-3996. 


REPORTER  -  The  Tribune-Star  of  ler-e 
Haute,  IN,  is  a  37,000  daily  and 
44,000  Sunday  newspaper  in  West 
Central  Indiana.  The  city  offers  a  col¬ 
lege  environment  and  t^ical  Midwest 
lifestyle.  The  Tribune-Star  has  a  reputa¬ 
tion  lor  pursuit  of  public  records  and 
has  won  more  awards  than  any  other 
newspoper  our  size  in  the  last  three 
state  contests.  We're  looking  for  a 
reporter  who  can  turn  the  big 
enterprise  story  and  who  also  con  con¬ 
tribute  on  breaking  news  and  other 
daily  stories.  We  need  someone  who 
con  work  independently,  who  has  the 
versatility  to  understand  a  variety  of 
issues  arxl  who  can  bring  those  issues 
to  life  with  real  characters.  If  you  are 
interested  in  this  position,  send  resume, 
five  clips  and  a  letter  explaining  your 
best  clip  to  Jim  lowers,  content  editor, 
c/o  Trioune-Stor,  P.O.  Box  149,  Terre 
Haute,  IN  47808. 

EDITORIAL 


NEWS 

EDITOR 


Morningstar  is  looking  to 
make  its  Web  site, 
Morningstar.Net,  a  prime 
resource  for  individual 
investors.  We  are  seeking  a 
bright  individual  with  a 
creative  mind  to  develop  and 
manage  the  news  area  of  our 
site.  The  News  Editor  will 
lead  a  team  in  producing 
timely,  insightful  news  and 
news  analysis  relating  to 
mutual  funds,  stocks  and  the 
markets.  Required;  3  years 
work  experience  as  a 
journalist  and/or  editor;  a 
passion  for  the  markets  and 
investing;  the  motivation  to 
develop  a  dynamite  service. 
Preferred,  but  not  essential: 
project  management  skills; 
personnel  management 
experience. 

Please  send  or  fax  resume  and 
cover  letter  to;  HR/YP 
Morningstar,  Inc.,  225  W. 
Wacker  Drive,  Chicago,  IL 
60606.  Fax:  312-696-6012 


MOINBSI— 


_ EDITORIAL _ 

RELIGION  WRITER 

We're  looking  for  an  enterprising, 
experierKed  reporter  to  cover  religion 
for  Lexington  and  Central  Kentucky. 
Candidates  must  be  able  to  write  on 
topics  that  relate  to  both  traditional 
and  non-troditiotKil  religion;  to  spot 
new  issues  and  developments  in  the 
faith  community;  arxl  to  put  a  natiorxil 
perspective  on  area  religion  trends. 
Previous  experience  as  religion  writer 
helpful,  but  not  necessary.  The  Lex¬ 
ington  Herald-Leader  is  a  Knight- 
Ridder  newspaper  (120,000  daily; 
160,000  Surxlay)  in  the  hometown  of 
the  University  of  Kentucky.  Apply  to 
Shelia  Reed,  features  editor,  Lexington 
Herald-Leader,  100  Midland  Ave.,  Lex¬ 
ington,  KY  40508.  EOE  M/F. 


REPORTERS 

Send  us  your  best  stuff.  The  Citizen,  an 
exparxling  16,000  daily  vrith  a  strong 
writing  and  investigative  history,  seeks 
reporters  who  want  to  create  quality 
journalism.  A  number  of  positions  are 
open,  due  to  newsroom  expansion  and 
reporters  moving  to  lorger  papers. 
Experience  preferred,  but  outstanding 
graduates  with  drive  encouraged  to 
apply.  RUSH  resume,  clips  and  10 
local  story  ideas  to  Allan  Vaughn,  city 
editor.  The  Citizen,  25  Dill  St.,  Auburn, 
NY  13021. 


REPORTER  -  the  (Stockton)  Record,  a" 
55,000-circulation  paper  covering  Col- 
ifomia's  rxxthem  San  Joaquin  Valley, 
has  an  immediate  opening  for  a 
reporter  to  cover  criminal  and  civil 
court.  Looking  lor  experierKed  reporter 
to  reshape  this  beat  and  mirte  it  to  its 
fullest  potential.  Competitive  salary, 
good  benefits.  We  seek  diversity  in  our 
workforce.  Apply  to  Metro  Editor  Paul 
Feist,  P.O.  Box  900,  Stockton,  CA 

95201. _ 

THE  RUTLAND  HERALD  is  seeking  two 
full-time  reporters  to  join  its  city  desk. 
Familiarity  with  and  daily  newspaper 
experience  in  the  Northeast  a  plus. 
This  beat  includes  hard  news,  feature 
and  enterprise  reporting.  Please  send  a 
resume  and  writing  samples  to:  Jo- 
Anne  MocKenzie,  city  editor,  P.O  Box 
668,  Rutland,  VT  05702. 


REPORTERS 

The  Modesto  Bee,  a  McClotchy  nevrs- 
paper,  is  seeking  three  full-time 
Reporters  to  produce  daily  and 
vreekend  nevvs  and  feature  stories  as 
assigned.  One  of  the  positions  involves 
coverage  of  K-12  education.  Ideal 
candidate  will  hove  college  degree  or 
equivalent  professional  training  or 
experierKe,  o  minimum  of  two  years 
daily  newspaper,  excellent  writing 
skills,  familiarity  with  AP  style. 
Required:  Fluency  in  Spanish  for  first 
position,  computer  assisted  reporting 
skills  (C.A.R.)  for  second  position,  and 
bilingual  or  C.A.R.  a  plus  for  third  posi¬ 
tion.  Competitive  salary  and  full  benefit 
package.  Resume  with  two  professionol 
references  to  HR  Department,  The 
Modesto  Bee,  P.O.  Box  3928, 
Modesto,  CA  95352  or  FAX  to  (209) 
578-2095. 
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HELP  WANTED 


REPORTER 

The  Norfhville  Record,  twice  named 
'Michigan's  Best,'  is  seeking  a  com¬ 
munity  journalist  who  can  write  both 
hard  news  and  people  features.  Our 
readership  is  a  tight-knit,  well- 
educated  community  which  has  high 
expectations  of  its  hometown  newspa¬ 
per  and  gives  us  plenty  of  feedback 
about  our  coverage.  Our  toughest 
competition  is  the  backyard  fence.  We 
expect  our  reporters  to  be  involved  in 
the  community,  breaking  bread  with 
newsmakers  at  lunch  and  writing  the 
hard,  objective,  balanced  truth  -  lots  of 
it  -  on  deadline.  Those  who  want  to 
work  for  'the  big  daily"  need  not  apply. 
Send  resume,  clips  and  references  to 
The  Northville  Record,  104  W.  Main 
Street,  Northville,  Ml  48167. 


RESTAURANT  CRITICS 
New  Times  is  looking  for  restourant 
critics  for  its  award-winning  weekly 
newspapers  in  Denver  and  Houston. 
We  want  stylish,  opinionated  columns 
by  writers  who  are  knowledgeable  and 
passionate  about  food,  both  up-scale 
and  down-home.  Fulltime  position  with 
benefits  requires  a  1,500-word  weekly 
restaurant  review,  plus  additional  writ¬ 
ing  and/or  editing  duties  based  on  the 
applicants  experience.  New  Times  pub¬ 
lishes  magazine-style  weeklies  -  cover¬ 
ing  local  news,  politics,  arts  and  music 
-  in  Phoenix,  Denver,  Miami,  Dallas, 
Houston,  San  Francisco  and  Los 
Angeles. 

To  apply,  send  your  clips,  resume  and 
cover  letter  (plus  a  sample  review,  if 
you  haven't  reviewed  before)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 


SPORTS  WRITER  wanted  to  cover  high 
school  and  youth  sports  for  the  twice- 
weekly  Bonita  Banner's  sports  sections 
and  occasionally  for  the  Naples  Daily 
News.  Looking  for  fresh  writing;  no 
cliches  need  apply.  Send  a  resume  and 
clips  to  Bonita  Banner,  P.O.  Box  40, 
Bonita  Springs,  FL  34133,  Attn;  Todd 
Pratt,  e-mail:  tjpratt@naplesnews.com. 


WRITER  -  The  country's  premier  risk- 
analysis  firm  is  seeking  a  writer  with 
flair,  an  eye  for  detail,  a  strong  interest 
in  foreign  affairs,  an  analytical  bent 
and  the  discipline  to  learn  and  adapt 
to  a  unique  style  and  format.  Position 
requires  relocation  in  Miami.  The  right 
candidate  can  earn  $50K  compensa¬ 
tion  package,  plus  generous  fringes. 
Resume  and  writing  samples  to:  The 
Ackerman  Group,  1666  Kennedy 
Causeway,  Suite  700,  Miami  Beach,  FL 
33141. 

THE  DAILY  PRESS,  an  award-winning 
30,000  daily  in  Sauth  California's  high 
desert,  is  looking  for  a  copy  editor.  We 
want  someone  who  is  a  wordsmith  as 
well  as  a  top-notch  designer.  The 
perfect  candidate  is  one  who  is  willing 
to  do  the  little  stuff  as  well  as  tackle 
larger  projects.  Please  send  clips  to 
Carole  Brooks,  news  editor.  Daily 
Press,  P.O.  Box  1389,  Victorville,  CA 
92393- 1389  by  8/20/97. 


WE  ARE  LOOKING  for  am  exceptional 
Executive  Editor  for  our  21,000  circ. 
newspaper.  Beyond  industry  experi¬ 
ence  in  the  newsroom,  we're  looking 
for  a  skilled  manager  to  lead  and 
motivate  the  news  staff  of  over  20,  set 
and  attain  department  and  company 
goals,  and  pursue  the  news  with  clarity 
and  integrity.  You  will  also  represent  us 
to  a  growing  and  dynamic  community 
60  miles  north  of  Seattle.  Please  send  a 
resume  to  Donna  Duvall,  P.O.  Box 
578,  Mount  Vernon,  WA  98273. 


THE  IDAHO  STATESMAN,  a  68,000- 
circulation  daily  (88,000  Sunday)  AM 
newspaper  in  Boise,  a  vibrant,  grow¬ 
ing  Rocky  Mountain  community,  needs 
to  nil  the  following  positions: 

WIRE  EDITOR:  The  ideal  candidate  will 
have  a  year  or  two  of  copy  editing 
experience  at  a  daily,  with  a  focus  on 
national  and  world  news. 

BUSINESS  COPY  EDITOR:  The  pre¬ 
ferred  candidate  will  hove  one  year  of 
copy  editing  experience  at  a  daily,  and 
a  special  interest  in  business  news. 

Pagination  experience  preferred  for 
both  positions.  We  are  also  seeking 
candidates  for  FUTURE  Copy  Desk 
openings. 

Please  send  a  cover  letter,  resume, 
work  samples  and  references  to  Jim 
Peak,  news  editor.  The  Idaho 
Statesman,  1200  N.  Curtis  Road,  P.O. 
Box  40,  Boise,  ID  83706.  The 
Statesman,  a  Gannett  newspaper,  is  an 
equal  opportunity  employer  that  values 
workplace  diversity. 


THE  NAPLES  DAILY  NEWS,  a  Scripps 
Howard  newspaper,  has  an  immediate 
opening  for  an  assistant  city  editor. 
Applicant  must  hove  at  least  five  years 
of  experience  on  a  daily  newspaper 
and  a  bachelor's  degree  in  journalism 
or  a  related  field.  Job  duties  include 
assign  and  direct  reporters,  edit  copy 
and  make  late  night  news  decisions. 
Night  and  weekend  hours.  The  Naples 
Daily  News  is  an  award-winning 
-  50,000-circulation  paper  on  Floridas's 
j  southwest  coast.  Send  resume  and  tel- 
•  ephone  numbers  of  references  to: 
:  Michael  Cote,  Naples  Daily  News, 
I  1075  Central  Ave.,  Naples,  FL  34102. 


TOP-NOTCH  community  daily  needs 
aggressive  reporter.  Resumes, 
references  to  Tom  Auclair,  The  Keene 
Sentinel,  P.O.  Box  546,  Keene,  NH 
:  03431,  or  E-mail  news@keenesen- 
i  tinel.com _ 

I  ZONE  8  Daily  with  circulatian  af 

•  30,000  daily,  35,000  Sundays  looking 
:  for  a  solid  reporter  with  2  to  5  years 
;  experience.  We  want  someone  who 
:  can  report  and  write  the  big  stories 
;  and  stay  on  top  of  a  beat  on  a  day-ta- 
:  day  basis.  We're  an  award-winning 

•  daily  with  a  strong  cadre  of  writers 
:  and  editors  who  are  determined  to 

•  make  our  newspaper  the  best  in  the 
I  Rocky  Mountain  West.  Cover  letter, 

I  ;  resume,  clips  and  salary  requirements 
I  to  Box  08232,  Editor  &  Publisher. 


THE  SEATTLE  TIMES  is  looking  (or  an 
inspirational  assignment  editor,  with 
an  ear  (or  language,  a  nose  (or  news 
and  an  eye  for  stories  that  tell  readers 
something  they  didn't  know.  This  posi¬ 
tion  offers  the  opportunity  to  work  with 
extraordinarily  talented,  seasoned 
reporters  and  requires  equal  talent  and 
experience.  The  successful  candidate 
will  hove  at  least  five  years  on  a  daily 
newspaper,  including  experience  as  an 
assigning  editor.  The  Times  is  seeking 
candidates  with  clear  potential  to 
become  a  senior  editor.  Send  cover  let¬ 
ter  and  resume  to  Millie  Quan,  AME, 
Seattle  Times,  P.O.  Box  70,  Seattle, 
WA  98111.  No  phone  calls,  please. 


ROOM  TO  WRITE 

New  Times  is  looking  (or  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  Son 
Francisco  and  Los  Angeles.  We  publish 
in-depth,  well-crafted  stories  that 
explare  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  pravake  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  doily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Dallas 
and  Houston.  Our  new  paper  in  Ft. 
Lauderdale,  starting  in  the  fall  of  1 997, 
will  need  both  news  and  feature 
writers. 

i  New  Times  is  committed  to  building  a 
I  diverse  workforce  and  acknowledges 
;  the  needs  of  employees  with  young 
:  families.  We  offer  competitive  salaries 
I  and  benefits... and  all  the  space  you 
:  need  to  put  the  news  in  perspective 
j  and  tell  a  good  story. 

'  Send  all  applications 

(no  phone  calls,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 

:  Include  a  cover  letter;  a  resume;  your 
i  best  clips;  and  three  well-developed, 
i  tightly  focused  story  ideas  from  your 
•  tovim  that  you'd  pursue  if  you  had  the 
■  time  and  the  space. 


THE  PALM  BEACH  POST  seeks  an 
energetic  reporter  to  join  our  growing 
business  staff.  The  successful  candidate 
will  hove  1  -3  years  of  business  report¬ 
ing  experience,  a  competitive  instinct 
and  the  drive  to  get  to  the  people  and 
stories  behind  the  deals. 

Interested  candidates  should  send  resume, 
references  and  clips  to: 

Susan  Bowles 
Executive  Business  Editor 
P.O.  Box  24700 

West  Palm  Beach,  FL  33416-4700 


THE  FAYEHEVILLE  OBSERVER-TIMES, 
a  75,000  daily  in  North  Carolina, 
needs  a  copy  editor  who  knows 
packaging  and  points  of  entry,  can 
write  crisp  headlines  and  can  edit  copy 
with  attention  to  detail.  Send  resume 
and  work  samples  to  Mike  Arnholt, 
managing  editor,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302. 


THE  SAVANNAH  NEWS-PRESS  is 
looking  (or  a  talented,  energetic  high 
school  sports  reporter  to  be  responsible 
for  covering  local  and  area  prep  sports 
in  depth.  Our  goal  is  to  have  the  best 
high  school  coverage  in  a  prep  sports- 
oriented  stale.  We  want  to  know  more 
than  just  what  happened,  what  it 
means  and  what  will  happen  next. 
Must  be  hard-working,  accurate  and 
willing  to  face  challenges.  At  least  one 
year's  experience  preferred.  Send 
resumes  to  Anthony  Stastny,  Savannah 
News-Press,  P.O.  Box  1088,  Savan¬ 
nah,  GA  31402. 


THE  ANDERSON  (SC)  INDEPENDENT- 
MAIL,  an  expanding  42,000-daily, 
49,000-Sunday  circulation  newspaper 
in  a  growth  area  of  the  new  South,  has 
openings: 

CITY  DESK  REPORTER 
Entry  level  or  experience  on  smaller 
newspaper.  Aggressive  hard  news 
journalism;  winner  three  National 
Headliner  in  six  years  (or  reporting. 

COPY  EDITOR/PAGE  DESIGNER 
News  desk  opening,  experienced  or 
entry  level.  Three  zoned  editions;  fully 
paginated  in  QuarkXPress.  Six-person 
desk  handles  Page  1,  all  local,  wire 
and  business  pages.  Extensive  color 
use  and  projects  design. 

High  camaraderie,  high  energy  staff  com¬ 
mitted  to  quality  and  integrity.  You 
need  innovative  thinking,  a  healthy 
curiosity  and  a  college  degree. 
Anderson  is  a  thriving  manufacturing 
community  on  a  huge  lake  near  the 
Blue  Ridge  Mountains.  Large  university, 
major  regional  theater  complex 
nearby. 

Send  resume  and  clips  to  T. 
Wayne  Mitchell,  senior  vice  president 
and  editor,  Anderson  Independent- 
Moil,  Box  2507,  Anderson,  SC  29622 
or  call  (800)  859-6397  for  more 
information. 


ECfFs  Classified 

- ►  - 

The  newspaper 
indosuy’t  meetint 
place. 

(ZU)  675*4380 
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HELP  WANTED 


FINANCE 


CONTROliER 

Muskogee  Daily  Phoenix  seeks  on 
experienced,  analytical  executive  to 
manage  and  direct  all  financial  and 
accounting  operations.  The  controller 
serves  on  the  Operating  Committee 
and  ploys  a  key  role  in  the  newspa¬ 
per's  strategic  and  organizational  plan¬ 
ning.  Responsibilities  include  providing 
leadership  for  staff  or  10.  Exerts 
internal  controls  to  protect  company 
assets,  ensures  safe  handling  of  cash 
and  meets  all  legal  and  company 
requirements.  Prepares  and  analyzes 
monthly,  quarterly  and  annual  fore¬ 
casts  and  results.  Coordinates  prepara¬ 
tion  of  annual  capital  and  operating 
budgets  and  assists  in  development  of 
long-range  plans.  Analyzes  current 
ancT  prospective  operations  to  identify 
opportunities  to  improve  revenue  and 
reduce  expenses.  Assures  high  level  of 
service  to  external  and  internal 
customers. 

Qualifications:  BA  in  accounting  or 
equivalent  experierKe.  Excellent  orga¬ 
nizational  and  analytical  skills.  PC 
skills  with  Lotus  1-2-3  ond  WordPerfect 
as  well  as  experience  with  AS400. 
Must  be  able  to  communicate 
effectively  with  diverse  customers,  staff 
and  other  departments. 

As  a  member  of  the  Gannett  Com¬ 
pany,  one  of  the  nation's  leading  com- 
munciation  companies,  the  Phoenix 
offers  excellent  career  opportunties  as 
well  as  exceptional  benefits. 

Send  your  resume  and  salary  require¬ 
ments  to: 

LawrerKe  Corvi/Publisher 

The  Muskogee  Doily  Phoenix 

P.O.  Box  1968 
Muskogee,  OK  74402 

FREELANCE 

FREELANCE  BUSINESS  XXJRNAUSTS 
wanted  to  join  expanding  national 
information  network.  Earn  monthly 
retainer  plus  days  rate  for  marketing 
situation  assignments  irKluding  on-site 
observations  and  telephone  interviews. 
Strong  interpretive  arid  summarization 
skills  needed.  Resume/ non-returnable 
samples  to:  Firebrand  Net,  765  Allens 
Avenue,  Providence,  R1  02905. 

Yes,  people  do  make  a  living  as 
freelance  writers.  Find  out  how  with 
FREELANCE  SUCCESS,  the  marketing 
newsletter  for  pros.  Send  SASE  to  801 
NE  70lh  St.,  Box  EP,  Miami,  FL  33138, 
e-mail:  freelance-success@usa.net. 

INSTALLATION  TECHNICIANS 

INSTAliATION  TECHNICIANS 
UNI-STACK™  COMPENSATING 
COUNTER  STACKING  SYSTEAAS  &  UNI¬ 
TRIM®  IN-UNE  TRIMMING  SYSTEMS 
SALES  hove  created  immediate  opportu¬ 
nities  for  installation  personnel. 
Compensating  counter  slacker  experience 
preferred.  Fox  or  mail  your  resume  to: 
Rock-Built  In-Line  Finishing  Systems,  1885 
Main  Street,  Pittsburgh,  PA  15215.  FAX: 
|41 2)  782-5267.  No  calls,  please. 


INFORBAATION  SYSTEMS 

NETWORK  ADMINISTRATOR 
Midwestern  daily  (150,000/200,000 
Sunday)  is  seeking  a  Network 
Administrator  with  proven  trock  record 
in  deadline-driven  environment.  Will 
be  responsible  for  designing,  configur¬ 
ing,  installing  and  maintaining  a  LAN 
based  on  Novell  4.1.  Requires  3-5 
years  progressive  experience  with  com¬ 
puter  networks  and  PCs.  CNE  certifica¬ 
tion  desirable.  College  degree  in 
related  field  preferred.  Very  com¬ 
petitive  salary  and  benefits  package. 
Reply  in  confidence  to  Human 
Resources  Dept.,  The  Blade,  541  N. 
Superior  St.,  Toledo,  OH  43660  by 
Aug.  1,  1997.  FAX.  (419)  245-6080. 


Sll  SYSTEAAS  SPECIAUST 
The  Press-Telegram  is  seeking  a 
systems  specialist  (or  support  of  our 
System  Integrators,  Inc.  Publishing 
Systems  including  Editorial  and 
Classified.  Responsibilities  include  gen¬ 
eral  system  administration,  operation, 
troubleshooting  and  user  support.  Sll 
experience  is  required.  Experience  with 
PCs  and  Macs  in  a  publishing  environ¬ 
ment  is  preferred.  The  Press-Telegram 
offers  an  excellent  benefit  package 
including  medical,  dental,  vision  and 
401  (k). 

Send  your  resume  to: 

Press-Telegram 
Human  Resources-PSS 
604  Pine  Avenue 
Long  Beach,  CA  90844 


MARKHING 


MAILROOM 


MAIIROOM  SUPERVISOR 
NIGHT  SHIFT 

The  Pittsburgh  Post-Gazette  is  looking 
for  an  individual  to  supervise  its  nigh^ 
shift  mailroom  and  inserting  opera¬ 
tions. 

Responsibilities  include: 

•Maintaining  production  schedules 
•Monitoring  and  assuring  product  qual- 

'•y 

•Assisting  in  budget  process  and  con¬ 
trolling  expenses 

•Ensure  compliance  with  labor  agree¬ 
ments 

•Participate  in  the  divison's  labor  nego¬ 
tiations 

Qualified  candidates  must  possess: 
•Minimum  3  years  direct  production 
supervisory  experierKe 
•High  school  diploma  required,  oddi- 
tioTKil  education  desirable 
•Hands-on  experience  with  inserting 
equipment  highly  preferred 
•Willing  to  wont  flexible  hours,  shifts 
and  holidays  on  a  planned  and 
unplanned  basis 

•Experience  working  effectively  in  an 
organized  environment. 

We  provide  a  generous  salary  and 
benefits  package.  If  you  meet  the 
above  qualifications  and  would  like  to 
join  the  winning  team,  please  (ax  your 
resume  and  salary  requirements  (no 
phone  calls)  to  (412)  263-2577  or 
mail  to: 

Pittsburgh  Post-Gazette 
Human  Resources  Services  Marxiger 
MAIIROOM  SUPERVISOR 
34  Boulevard  of  the  Allies 
Pittsburgh,  PA  15222 


•MARKETING 


MAILROOM 


MAIIROOM  MANAGER:  Busy  commer¬ 
cial  printer  needs  a  strong 
individual  to  manage  a  very  diverse 
work  force  that  packages  arxl  distrib¬ 
utes  dozens  of  publications.  Your  back¬ 
ground  should  include  operational 
experience  with  stitching/trimming, 
inserters,  labelers  &  quarter  folders,  if 
you  can  control  costs  and  maintain 
strict  deadlines  through  proper  schedul¬ 
ing,  please  send  your  resume  to  Box 
08223.  Editor  &  Publisher. _ 


MARKETING/RESEARCH 


THE  NEWS  TRIBUNE,  a  McClatchy 
newspaper  in  Tacoma,  Washington  is 
looking  for  an  experienced  Research 
Analyst.  This  individual  develops  soles 
presentations  for  the  advertising 
departments  incorporating  data  from  a 
variety  of  resources  including  syn¬ 
dicated  market  research,  census-based 
geo-demographic  systems,  proprietary 
studies  arid  available  second  sources. 
She/he  assists  soles  reps  in  all  aspects 
of  selling  with  research,  including: 
strategic  development,  delivery,  and 
maintaining  and  training  on  our  auto¬ 
mated  sales  software  systems.  The 
Research  Analyst  produces  intensive 
data  analyses  as  they  relate  to  various 
company  and  external  databases  and 
becomes  involved  in  company  data¬ 
base  marketing  initiatives.  Candidates 
must  have  a  demonstrated  working 
knowledge  of  Excel,  Access,  Mapinfo, 
Word  and  PowerPoint  soflwore  pro¬ 
grams.  A  college  degree  in  statistics, 
nxirketing,  communications  or  related 
field  is  required.  Please  send  resume 
and  salary  requirements  to:  Julie  Sorff, 
The  News  Tribune,  P.O.  Box  1 1 000, 
Tacoma,  WA  98411.  EOE.  The  News 
Tribune  is  a  drug-free  workplace. 


MARKETING 


llJe  Pouier  the  Press! 


Zlp2 

ftMxvHw 


www.zip2com 

At  Zip2,  the  Worid  Wide  Web  has  reaf-wotld  newspaper  applications  that 
are  becoming  indispensable  to  everyone  from  consumers  to  business 

executives.  Our  online  business  directories,  city  guides,  and  real  estate  and  automotive  services  are  helping 
miions  of  users  to  find  exactly  what  they  need.  If  you're  looktig  for  ongoing  ch^lenge,  opportunity,  and  the 
chance  to  prove  yourself  in  one  of  today’s  most  promising  industries,  we  have  exactly  what  your  career 
needs,  too.  Consider  joining  us  in  New  York  City  or  Mountain  View,  CA  as  a: 

Market  Development  Manager 

This  high-impact  position  puts  you  ki  charge  of  consultHig  with  our  newspaper  partners  to  plan  and 
develop  profitable  Internet  piMishing  businesses  We'll  also  rely  on  you  to  pro^  sales  arxt  marketing 
training  to  new  media  staff  who  will  sell  and  produce  Web  site  business  adwrtising.  To  meet  the 
demands  of  this  position,  you  mi^  have  a  record  of  success  in  new  business  development 
management,  Internet  experience,  and  availability  for  50-75%  travel.  Advertiskig  sales  or  media 
management  experience  is  preferred. 

Channel  Acquisition  Manager 

Your  challenge  is  to  develop  partnerships  with  newspaper  publishers  to  incorporate  Zip2  senrices  into 
new  media  operations.  You  will  be  selling  the  suite  of  Zip2  products  and  offering  our  sales  and 
marketing  programs,  which  enable  publishers  to  plan  and  implement  profitable  local  web  businesses.  To 
qualify,  you  must  have  technology  or  media  sales  experience,  availability  for  50%  travel  and,  ideally, 
newspaper  publishing  experience. 

For  consideration,  please  send  your  resume  and  salary  history,  indicating  position  of  interest,  to:  Zip2, 
Human  Resources  Manager,  FAX:  (415)  4294500  or  e-mail  to:  lchristensen9zip2,com 

Equal  Opportunity  Employer 
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HELP  WANTED 


NEW  MEDIA 


INTERNET  HTML  PROGRAMMER 
(full/part-time) 

Packet  Online,  nationally  recognized 
for  its  cutting  edge  roles  in  new  media 
content  and  business  development, 
may  have  just  the  opportunity  you  are 
seeking!  Proficiency  in  HTML  coding 
required.  Eomiliarity  with  PC  environ¬ 
ment  a  must.  Computer  programming, 
graphic  arts  and  Photoshop  back¬ 
ground  a  plus.  Reliability,  ability  to 
work  independently  ond  os  part  of  a 
team  essential.  Send  resume  and  cover 
letter,  including  salary  history,  with 
URL's  of  your  own  work  or  sites  you 
have  worked  on  to:  The  Princeton 
Pocket,  Inc.  (E&P),  P.O.  Box  350,  Prin¬ 
ceton,  NJ  08542,  ATTN:  Human 
Resources,  or  fax  to  (609)  921-8412. 
E-mail:  WEBMASTER@PACPUB.COM 


PRESSROOM 


ASSISTANT  PRESSROOM  MANAGER 
We  are  a  Zone  1 ,  seven-day  AM 
newspaper,  seeking  a  quality  con¬ 
scious  individual  with  proven  lead¬ 
ership  skills  and  strong  mechanical 
aptitude.  Candidates  for  this  position 
should  have  at  least  5  years  press 
experience  (Double-Width  preferred), 
plate-making  ability,  experience  in 
quality  control  and  waste  manage¬ 
ment.  We  offer  a  competitive  salary 
and  an  excellent  benefit  package  in  a 
location  that  offers  a  premium  quality 
of  life  and  recreational  opportunities. 
Sertd  cover  letter,  resume,  and  salary 
history  to  Box  08222,  Editor  &  Pub¬ 
lisher. 

EXPERIENCED  Double  Wide  press 
operators  for  newspaper  in  southeast. 
Seeking  press  operator  and  press 
supervisor  for  Goss  Metroliner  offset 
press.  Excellent  quality  of  life,  low  cost 
of  living  and  a  great  package.  Send 
resume  and  references  to  The  Clarion- 
Ledger,  P.O.  Box  40,  Jockson,  MS 
39205-0040,  attn:  Mike  Huffman. 


GOSS  SC  Press  Operator  with  trimmer 
experience.  Fax  resume  to  (605)  335- 
6873  or  call  (605)  339-3633. 


PRESSROOM  MANAGER 
Gannett  Offset-Phoenix  is  seeking  o 
quality  conscious  "hands-on'  individual 
with  a  minimum  of  five  years  experi¬ 
ence  in  pressroom  management.  We 
are  a  USA  Today  print  site  with  lots  of 
commercial  work,  using  Urbanite 
presses.  As  the  manager,  you  will  be 
responsible  for  everv  operational 
aspect  of  a  very  busy  department.  The 
right  candidate  must  be  able  to 
balance  quality  work  and  on-time 
performance  while  containing  costs. 
Managing  in  a  union  environment 
would  be  a  plus.  Send  resume  with 
salary  requirements  to  Chuck  Rathbun, 
Gannett  Offset-Phoenix,  41  1  N. 
Roosevelt,  Chandler,  AZ  85226. 


ASSISTANT  OPERATIONS  DIREQOR 
Reocty  for  a  challenge?  Want  to  get  in 
on  the  ground  floor  of  California's 
most  exciting  newspaper?  If  you  are 
organized,  flexible,  knowledge  about 
electronics,  graphics  and  like  each  day 
to  be  different,  then  we  may  hove  the 
place  for  you. 

This  position  directs  and  coordinates 
activities  of  the  various  production 
departments  ensuring  the  accurate  and 
timely  printing  of  the  daily  newspaper. 
Need  1 0-i-  years  of  management  expe¬ 
rience,  preferably  in  the  field  of  news¬ 
papers.  Must  have  knowledge  of  IBM 
and  Macintosh  systems  and  have 
supervised  50+  people  (directly  or 
indirectly). 

Send  Resume  to: 

Joan  Dzuro,  SPHR 
Director  Human  Resources 
Ventura  County  Star 
5250  Ralston  Street 
Ventura,  CA  93006 
Fax:  (805)  644-5633 


When  you  have  got  an  elephant  by  the 
hind  legs  and  he  is  trying  to  run  away, 
it  is  best  to  let  him  run. 

Abraham  Lincoln 


PRESSROOM 


PRODUaS  MANAGER 


NEWSPAPER  PRODUa  MANAGER 
If  you  have  a  successful  track  record 
selling  content  to  nranoging  editors,  we 
want  to  talk  with  yau.  We  are  looking 
(or  an  aggressive  professional  with  4-6 
years'  experience  who  will  be  responsi¬ 
ble  (or  developing  new  business,  creat¬ 
ing  new  products,  and  managing  exist¬ 
ing  clients.  Your  knowledge  of  the 
industry,  analytical,  presentation, 
communication  and  closing  skills  will 
be  a  valuable  asset  in  selling 
customized  weather  content  for  both 
print  and  online  at  newspapers,  both 
domestic  and  international.  Send  cover 
letter,  resume  and  salary  history  to: 

DIREaCtR 

HUMAN  RESOURCES  DEPT.  EP  6/28 
VYEATHER  SERVICES  CORPORATION 
420  BEDFORD  STREET 
LEXINGTON,  MA  021 73 
FAX:  (617)676-1001 
Equal  Opportunity  Employer 
e-mail:  hr@wx.com. 

For  more  information  about  WSC,  visit 
our  Web  site:  http://yrww.wx.com. 


PLANT  MANAGER/PACKAGING 


ASSISTANT  PLANT  MANAGER 
PACKAGING 

The  Seattle  Times,  winner  this  year  of  2 
Pulitzer  prizes,  is  a  large,  family- 
owned  nnetropolitan  daily  with  Sunday 
circulation  of  over  500,000,  located  in 
the  beautiful  Pacific  Northwest.  Under 
a  joint  operating  agreement,  we  pro¬ 
duce  weekday  morning  and  evening 
newspapers  and  weekend  morning  edi¬ 
tions. 

We  are  seeking  a  dynamic,  prog¬ 
ressive  leader  to  manage  our  packag¬ 
ing  and  assembly  department  at  our 
state-of-the-art  production  facility  in 
Bothell,  WA.  This  position  is  a  key  posi¬ 
tion,  reporting  to  the  plant  manager, 
oversees  a  very  diverse  workforce  of 
300  full  and  part-time  employees  and 
has  several  salaried  supervisors  report¬ 
ing  to  it. 

Our  100,000  sq.  ft.  packaging  center 
includes  four  NP2299  insert  machines 
and  a  bundle  distribution  system.  Last 
year,  this  center  processed  over 
700,000,000  inserts. 

Position  requires  a  minimum  three 
years  management  experience,  includ¬ 
ing  managing  subordinate  supervisors 
(newspaper  operations  management 
experience  in  a  union  environment 
desired);  college  degree  in  business  or 
related  field,  or  equivalent  additional 
management  experience;  excellent 
verbal  and  written  communication 
skills;  proven  effective  interpersonal 
and  progressive  leadership  skills; 
ability  to  prepare  department  budget- 
ability  to  analyze,  recammend  and 
implement  improvements  to  production 
flow,  quality,  etc;  ability  to  develop  sub¬ 
ordinate  supervisors;  and  ability  to 
effectively  manage  a  large  diverse 
workforce. 

The  Seattle  Times  offers  an  excellent 
salary  and  benefits  package,  including 
a  management  incentive  plan,  pension 
and  401  (k)  plans. 

Qualified  applicants  should  send  their 
resume  and  cover  letter  no  later  than 
7/26/97  to:  HR  Manager,  Opera- 
tians,  P.O.  Bax  70,  Seattle,  WA 
98111. 


A  Special  Editorial  Sectfi 

E6?P  will  be  running  on  a  monthly  basis  recruitment 
features  highlighting  various  issue  that  affect  newspaper  per¬ 
sonnel  and  managers.  If  you  need  additional  information 
about  placing  an  ad  in  this  section,  please  call 
Shawn  Olson,  Classified  Manager,  (212)  675-4380,  ext.  170 

August  23  (Recruitment  Issue)  ♦  September  20 
♦  October  25  ♦  November  22  ♦  December  20 

Editor  &  Publisher  Classified  Department 
11  W.  19th  Street,  New  York,  NY  10011 


PRODUaiONAECH 

PRODUCTION  DIREQOR 
We  are  interested  in  locating  an  expe¬ 
rienced  newspaper  production  director 
who  has  the  leadership  skills  to  assist 
us  in  our  continued  growth.  We  are  a 
busy  multi-publication  group,  located 
in  Zone  5,  with  commercial  printing 
customers.  We  operate  24  hours  a  day 
within  a  heavy  oriented  deadline  situa¬ 
tion.  Our  experienced  production 
associates  operate  o  1 4-unit  Goss  Com- 
munity  press  and  work  in  a  Mac 
oriented  comp,  department.  If  you 
have  the  experience  and  believe  you 
can  lead  our  associates  to  new  heights 
and  maintain  our  commercial 
customers,  then  we  offer  a  competitive 
salary,  bonus,  and  benefit  package. 
Send  your  letter/ resume  to:  Ray  Pike, 
president,  CMN  Publications,  215  N. 
Main  St.,  Mount  Pleasant,  Ml  48858. 

PRODUCTION  DIREQOR 
Once  in  a  lifetime  career  opportunity 
(or  a  top-notch  production  executive  to 
participate  in  the  selection,  installation 
and  conversian  af  a  75,000  daily 
newspaper  from  letterpress  lo  state  of 
the  art  affset.  We  are  seeking  a 
dynamic,  quality-driven  leader  with  a 
proven  trakc  record  in  managing 
newspaper  production  operations  from 
pre-press  through  packaging.  Excellent 
managerial  ond  organizational  skills 
are  essential.  Must  have  superior  grasp 
of  current  industry  trends  and 
technology.  Any  experience  in  offset  con¬ 
version,  press  purchase  and  installa¬ 
tion,  project  management  and  com¬ 
mercial  printing  a  real  plus. 

We  are  a  progressive,  forward  looking 
family-owned  newspaper  company. 
We  offer  an  excellent  compensation 
package  and  a  great  area  of  the  coun¬ 
try  to  live  and  raise  a  family. 

Send  letter  and  resume  to: 

Anthony  G.  Chavonne 

General  Manager 
P.O.  Box  849 

Fayetteville,  NC  28302 

SYSTEMS  TECHNICIAN  -  Entry-level 
position  (or  energetic  computer  lover 
with  knack  (or  troubleshooting,  interest 
in  print  and  Web  publishing.  Maintain 
paper's  computer  production  system  on 
deadline.  Maintain  Website  with  daily 
and  classified  updates.  Design  new 
Web  pages  to  expand  site.  Win  '95, 
Microsoft  Word,  QuarkXPress, 
Photoshop,  HTML  v3.2,  Netscape  skills. 
Previous  programming  experience 
(WordBasic/VisualBasic)  helpful. 
Great  opportunity  for  someone  who 
thrives  on  computer  challenges  and 
who  works  well  with  people  at  all 
levels.  Send  resume  to  Kim  de 
Bourbon,  Pocono  Record,  511  Lenox 
St.,  Stroudsburg,  PA  18360. Tel: 
(717)  420-4340 

PUBLIC  AFFAIRS 

PUBLIC  AFFAIRS  Chief  &  Assistants 
needed  immediately  at  Air  Force 
Reserve  Units  throughout  the  U.S.  Must 
have  served  in  the  US  military  (any 
branch)  but  not  retired.  Salary  range: 
Chiefs:  $34,981 -$64,549;  Assistants: 
$23,634- $44,222.  For  more  info,  call 
or  write  HQ  AFRC/PA  155  2nd  St., 
Robins  AFB,  GA  31098-1635.  1  (800) 
223-1784,  ext.  71 756  or  see  us  at 
www.afres.af.  mil/hq/PA/Page2.html. 
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CLASSIFIED  ADVEPJriSING  RATES 


POSITIONS  WANTED 


Foreign/Positions  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1997 


LINE  ADS 

)  we«k-$9.05  per  Hne 

2  weeks-$8.00  per  line,  per  issue. 

3  weeks-$7.00per  line,  per  issue 

4  weeks-SS.OS  per  line,  per  issue. 

Add  $12.00  per  insertion  for  box  service. 
Count  os  on  odditionol  line  in  copy 


POSITIONS  WANTED 

1  week-$4.50  per  Hne 

2  weeks-$3.80  per  litte,  per  issue. 

3  weeks-$3.15  per  Hne,  per  issue. 

4  weeks-  $2.90  per  Hne,  per  issue 

Add  $6.X  per  insertion  tor  box  service. 
Count  os  on  odditionol  line  in  copy. 


SHAWN  OlSON/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 

Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 

D\SP\JV  CLASSIFIED 

The  use  of  borders.  bokJfoce.  illustrotions.  logos,  etc.,  ton  clossified  ods  chorged 
the  following  rotes  per  column  Inch,  per  insertion:  1  time.  $105;  2  to  6  times.  $100 
6  to  13  times.  $95;  14  to  26  times  $90;  27  to  52  times  $85. 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  ore  moiled  each  day  os  they  are  received. 


Company _ 

Address _ 

City _ 

State  _ 

Zip  _ 

Phone _ 

Classification  _ 

Authorized  Signature . 
No.  of  Insertions: _ 


Amount  Enclosed:  $ . 


ADMINISTRATIVE 


EXPERIENCED  PUBLISHER/CEO  with 
proven  success  record  seeks  Zone  5 
position.  Kttowledgeable  in  oil  facets  of 
the  newspaper  business.  Experience 
includes  Mid-size  dailies,  weeklies, 
small  doilies  group  publishing.  Reply 
to  Box  08233,  Editor  &  Publisher. 


MATURE  MARRIED  Team  wilh  various 
newspaper  experience  looking  for  a 
place  to  call  home  in  a  rural  area  or 
small  city.  Willing  to  work  to  build 
equity  in  hand-me-down  operation. 
Zones  1 ,  2,  or  northern  3.  Reply  to  Box 
08227,  Editor  &  Publisher. 


NEED  A  BREAK?  Former  weekly 
owner,  publisher,  editor  with  25  years 
experience  willing  to  'fill  in.'  Length  and 
terms  negotiable.  Call  Jon  at  (330) 
263-0049. 


PUBLISHER  with  consumer  and  trode 
magazine  experience,  as  well  as 
newspaper  background,  seeking  new 
challenges.  Extensive  marketing/sales 
experience.  BA  Journalism.  Prefer 
Zones  1,  2,  or  3.  Reply  to  Box  08221, 
Editor  &  Publisher. 


CIRCULATION 


MARKETING  DIRECTOR/Aggressive, 
enthusiastic,  self-motivated,  team 
player  with  diverse  background  & 
thrives  on  challenges  &  competition. 
Extensive  circulation  background  &  suc¬ 
cessful  track  record  of  building  market 
penetration,  revenue,  service.  Led 
paper  to  all-time  records.  Seek  new 
challenges  to  build  stability  with  forte 
in  motivation  and  marketing.  Reply  to 
Box  08213,  Editor  &  Publisher. 


AGGRESSIVE  western  news  service 
seeks  projects.  Zones  7-9.  Web  site; 
http:/ /netnow.  micron.net/~iinnews/ 
Contact  Dove  Goins,  Idaho  Indepen¬ 
dent  News,  (208)  336-2870  and/or 
iinnews@micron.net 


Just  because  you're  paranoid,  don't 
mean  they're  not  after  you. 

Kurt  Cobain 


EXILED  LIBERAL!  -  M.E.  in  conservative 
Gehenna,  former  college  instructor, 
seeks  mid/large  daily,  alternate 
weekly,  for  op/ed,  columns,  special 
projects  on  politics,  life,  science, 
religion,  etc.  from  serious,  humorous 
views.  (Isaac  Asimov  meets  Dove 
Borry,  Ambrose  Bierce.)  Steve  Snyder 
(505)393-5141 


HUMOR  COLUMNIST  -  4  years  expe- 
rierKe  with  small  weeklies,  seeks  larger 
audiefKe.  Pop  culture,  media  &  other 
big  targets,  with  a  different  slant,  i.e. 
dating  Princess  Di,  Mike  Tyson's  eating 
habits,  auto  service  departments, 
'Ellen's'  coming  out  on  TV  arid  interview¬ 
ing  Tickle  Me  Elmo.  Reply  to  Box 
08219,  Editor  &  Publisher. 


SEASONED  General  Assignment 
reporter  seeks  position  in  Zone  9  with 
daily,  weekly  newspaper  or  magazine. 
Experienced,  accurate,  versatile.  Hard 
news  to  in-depth  features.  Diligent  and 
hardworking.  Reply  to  Box  08209, 
Editor  &  Publisher. 


VETERAN  Award-Winning  Sports 
writer  seeks  challenge  at  daily  or  large 
weekly.  Hove  covered  everything  from 
Little  League  to  Pro  Football.  Prefer 
Zones  1 ,  2,  or  3.  Reply  to  Box  08224, 
Editor  &  Publisher. 


VETERAN  community  newspaper 
editor  seeks  editor/ reporter  position 
with  weekly,  small  daily  in  Zone  5. 

Coll  Dave  at  (309)  792-4702 


TRAVEL  WRITERS  WANTED 


TRAVEL  photographer  seeks  writers! 
For  magazines,  newspapers,  books! 
Free  travel!  Jeff  (973)  575-1005. 


WE  ACCEPT 
MASTERCARD/VISA 
CHECKS  FOR  POSITIONS  WANTED 
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SHOP  TALK  AT  THIRTY  B  v  F  R  i  c  F  r  f  f  d  m  a  n  • 


General  Accounting  Office  Studies 
Executive  Branch  Subscription  Habits 


IF  YOU  WONDER  what  the  hest- 
read  newspapers  are  in  the 
Clinton  administration,  they’re 
the  Wall  Street  Journal,  New 
York  Times  and  the  Washington 
Post,  according  to  a  new  study  hy  the 
General  Accounting  Office. 

And  if  you  wonder  what  impact 
newspaper,  wire  service  and  magazine 
reporting  has  on  government  activity, 
the  Securities  and  Exchange 
Commission  estimates  that  16%  of  its 
active  investigations 
began  with  a  lead  from 
the  news  media,  while  the 
Education  Department 
says  clippings  provide  its 
senior  staff  with  informa¬ 
tion  to  answer  reporters’ 
questions. 

The  findings  come  in  a 
GAO  study  performed  for  the  Senate 
Appropriations  and  Governmental 
Affairs  committees. 

GAO,  the  watchdog  arm  of  Congress, 
surveyed  14  executive  branch  depart¬ 
ments,  including  the  Executive  Office 
of  the  President,  and  29  independent 
agencies  with  more  than  500  employ¬ 
ees  about  their  subscription  and  news¬ 
clipping  patterns  and  habits.  All  but  the 
State  Department  responded. 

Together  the  agencies  and  depart¬ 
ments  spent  $73.3  million  in  fiscal  year 
1996  on  subscriptions  to  newspapers, 
magazines,  periodicals  and  automated 
news  services,  plus  $7.7  million  for 
news  clipping  operations. 

The  report  broke  down  subscrip¬ 
tions  for  the  three  most  influential 
dailies,  tallying  2,533  subscriptions  to 
the  Wall  Street  Journal  and  a  neck-and- 
neck  race  between  the  New  York  Times 
at  1,599  subscriptions  and  the  third- 
place  Washington  Post  at  1,582. 

“While  a  few  federal  organizations 
reported  procuring  one  or  two  copies 
of  these  major  newspapers,  other  orga¬ 
nizations  reported  procuring  200 
copies  of  one  or  more  of  the  newspa¬ 
pers,”  it  said  in  the  June  27  report. 


Pulitzer  Prize  winner  Freedman 
teaches  journalism  at  Michigan  State 
University. 


Most  copies  went  to  management 
officials  and  to  produce  news  clipping 
products,  with  some  earmarked  for  the 
agencies’  libraries. 

The  Federal  Deposit  Insurance  Corp. 
led  the  Wall  Street  Journal  pack  with 
399  subscriptions,  but  only  one  for  the 
Post  and  two  for  the  Times. 

The  Journal  had  200  or  more  sub¬ 
scriptions  to  the  departments  of 
Energy,Treasury  and  Labor,  and  the  U.S. 
Information  Agency. 

The  Times  cracked  the 
100  mark  at  Justice, 
Treasury  and  USIA,  while 
the  Post  sold  more  than 
100  subscriptions  to 
Defense,  Justice  and  USIA. 

At  the  White  Hoase,  the 
Executive  Office  of  the 
President  buys  76  Post 
subscriptions,  70  Times  subscriptions 
and  64  Journal  subscriptions. 

The  GAO  report  noted  that  newspa¬ 
pers  usually  made  up  only  a  small  por¬ 
tion  of  an  agency’s  subscriptions 
because  most  of  the  money  went  to 
“periodicals  that  appeared  to  be  either 
mission-related  such  as  professional  and 
technical  journals  or  more  general  in 
nature.” 

As  an  example,  it  said  the 
Department  of  Energy  headquarters 
technical  library  spent  only  4%  of  its 
subscription  money  on  newspapers. 

“Federal  organizations  generally 
reported  that  subscriptions  and  news 
clippings  products  benefited  their 
employees  and  increased  productivity,” 
GAO  said. 

Among  them: 

♦  The  Tennessee  Valley  Authority 
cited  a  “compelling  need  for  timely 
information  in  the  changing  utility 
industry.” 

♦  The  Commodity  Futures  Trading 
Commission  said  clippings  keep  its  staff 
current  and  “provide  a  valuable  reassert 
tool  that  is  also  used  by  other  govern¬ 
ment  agencies.” 

Some  agencies  emphasized  that  pro¬ 
viding  subscriptions  to  their  clients  is 
part  of  their  official  mission,  including 
publications  for  residents  of  the  Armed 
Forces  Retirement  Home,  for  students 


and  teachers  at  schools  run  by  the 
Bureau  of  Indian  Affairs  and  for  training 
participants  at  the  Office  of  Personnel 
Management  Development  Center. 

In  addition,  several  agencies  have 
centralized  their  subscription  acquisi¬ 
tions  process  to  reduce  cost  and 
increase  use  of  full-text  stories  online. 


Productivity 
rises  8.1%, 
study  reveals 

PRODUCTIVITY  IN  THE  newspaper 
industry  jumped  8.1%  in  1996, 
according  to  a  study  by  Robert  G. 
Picard,  Ph.D.,  a  pn)fessor  of  communica¬ 
tions  who  specializes  in  newspaper  eco¬ 
nomics  and  finance  at  California  State 
University,  Fullerton. 

Mt*asuring  productivity  as  revenue 
per  employee,  each  newspaper  employ¬ 
ee  was  responsible  for  producing 
$100,757  in  1996,  up  from  $93,210  in 
1995.  Adjusted  for  inflation,  pnxluctivi- 
ty  increased  3  3%  between  1995  and 
1996. 

“This  is  the  third  straight  year  in 
which  productivity  in  real  terms  has 
risen  following  the  downturn  that 
began  in  1988  and  hit  bottom  in  1993,” 
according  to  Picard. 

“Real  productivity  has  risen  10.3% 
since  its  depth  in  1993,”  said  Picard,“and 
the  increase  has  played  a  significant  role 
in  improving  the  financial  status  of  the 
industry.” 

Scholarship 

FOLASHADE’  MAYA  ALAO,  a  spring 
graduate  of  Henry  W.  Grady  High 
School  in  Atlanta,  has  been  awarded  the 
1997  Cox  Newspapers/Af/flnto  Jour¬ 
nal-Constitution  scholarship. 

Since  1982,  Cox  Newspapers  and  the 
Journal-Constitution  have  awarded  the 
scholarship  to  minority  high  school  stu¬ 
dents  who  plan  to  pursue  a  career  in  the 
newspaper  industry. 

The  18-year-old  will  attend  Spelman 
College  this  fall  to  major  in  English. 


Three 

tietes/mpers 
dominate 
the  lists 
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THE  OTHER  65  ARE  CONSIDERABLY  LARGER. 
(SO  IS  THE  OEVm  THETOE  SENEIimB.) 


Looking  for  a  technology  partner  to  help  capture  local  online  from  our  hot,  new  City  Guide,  to  our  flagship  online 


advertising  revenue?  Zip2  is  your  best  choice.  Over  65  Yellow  Pages,  our  maps  and  door-to-door  directions,  and 
papers  across  the  country  our  Real  Estate  and  Auto  Guides.  All  of  which  are  designed 

.  *  //  have  already  turned  to  us  for  to  build  local  ad  revenue  for  your  web  site.  So  if  you're 

-  *,  •  *  %  training  and  looking  to  put  your  paper's  site  on  the  map,  stop  by  our 

local  online  advertising  programs,  booth  (#41)  at  the  NAA  Marketing  Conference.  We  know 
to  mention  Zip2's  award-winning  suite  of  online  products  -  how  to  get  you  there  fast. 


We  power  the  press. 


SOURCE  CUSTOMER  FOCUS 


This  exciting  program  is  working  as 
we  welcome  to  our  family: 

THE  HUNTSVILLE  TIMES 
ST.  PETERSBURG  TIMES 
THE  PROVIDENCE  JOURNAL-BULLETIN 

Making  our  combined  drculation  a  record 
total  of  fourteen  million. 


What  do  C85%J  of 
newspaper  readers 
have  in  common? 


TV  Magazines 


TV  Magazines  increase  your  readership 
and  revenue.  Our  TV  Magazine 
Marketing  Program  offers  unsurpassed 
convenience,consistency  and  creativity 
a  turnkey  advertising  solution! 


TREASURE  CHEST 


ALBANY  TIMES  UNION 

THE  ARIZONA  REPUBLIC 

THE  ATLANTA  JOURNAL  &  CONSTITUTION 

THE  BALTIMORE  SUN 

THE  BOSTON  GLOBE 

THE  BOSTON  HERALD 

DAILY  NEWS  OF  LOS  ANGELES 

EL  NUEVO  DiA 

THE  GRAND  RAPIDS  PRESS 

THE  HARTFORD  COURANT 

THE  KANSAS  CITY  STAR 

LOS  ANGELES  TIMES 

MANCHESTER  UNION-LEADER 

MINNEAPOLIS  STAR  TRIBUNE 

THE  NEW  YORK  TIMES 

THE  NEWARK  STAR-LEDGER 

NEWSDAY 

THE  PHILADELPHIA  INQUIRER 

prrrsBURGH  post-gazette 

READING  EAGLE  COMPANY 

RENO  GAZETTE-JOURNAL 

SAN  DIEGO  UNION-TRIBUNE 

SAN  FRANCISCO  EXAMINER  &  CHRONICLE 

SAN  JOSE  MERCURY  NEWS 

THE  SEATTLE  TIMES 

THE  STAMFORD  ADVOCATE  / 

GREENWICH  TIMES 
WORCESTER  TELEGRAM-GAZETTE 
YORK  NEWSPAPERS 


The  leader  in  quality  newspaper  supplements. 

TV  Magazines  /  Sunday  Magazines  /  Color  Comics  /  Special  Supplements 


TC  Advertising  brings  you  high  impact  newspaper  supplements.  If  you  are 
attending  The  1997  NAA  Marketing  Conference,  visit  us  at  Booth  #12  or  call 
Larry  Santillo  800-733-7757  to  learn  more  about  our  newspaper  services. 
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